This label is your guarantee 





‘ANDALWOOD O% 


Distilled at Linden, New Jersey, U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 


from selected Mysore heartwood [Santalum Album Linne | 


NET WEIGHT 25 POUNDS 











Genuine Mysore Sandalwood Oil distilled from selected Mysore heart- 
wood is recognized as the standard of quality by leading Perfumers the 
world over. 


The delightful effect imparted by genuine Mysore oil cannot be satisfac- 
torily duplicated by matural or synthetic material from any source. 


(In original sealed and serially numbered containers only.) 


Sole Agent for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“J? Oldefte Sffence Diftilfcrs”” 


W. J. BUSH & CO. 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 


NEW YORK, N.Y. 


London Mitcham : Messina Grasse 


March, 1938 









GEORGE LUEDERS oo. 


427-429 WASHINGTON ST., NEW YORK 


Brooklyn . . . branches: Chicago, San Francisco, Montreal, Mexico City 














factory: 





Established 1885 


OIL of ORRIS 


Concrete 
Liquid 
Resinous 
























Full strength and of superb aroma. 
Of our own manufacture and avail- 
able at interesting figures. We 
employ only the finest selection of 
Florentine Orris Root. 





As NOVELTIES 


very desirable in the making of 


TONQUIN MUSK 


FROM CHINA 


CIVET SPECIAL 


FROM ETHIOPIA 


heavy, or Oriental type perfumes, 


we recommend 


| 
OIL of OLIBANUM | | 
OIL of OPOPONAX 


Both products of our factory. i 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 





Manufacturers of the famous 
MAXIMAROMES 
The World's Finest Natural Flower Essences 












Published monthly by Robbins Perfumer Company, Inc., 9 E. 38th St., New York, N. Y. 


Volume 36, No. 3. Subscription rates, payable in advance; United States $3.00 a 
year; Canada $3.00; Foreign $4.00. Single copies 30c. 


Entered as second class matter January 14, 1937 at the Post Office at New York, N. Y. under the act of March 3, 1879 
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In this age of stream-line travel, the influence 
of economy in transportation is directed even 
to the art of packaging. Many a package de- 
signed merely for “looks” has found itself 
discarded because of cumbersome proportions 
and unnecessary weight. 

With Kimble Glass Vials as your sampling 
or packaging medium, BOTH attractiveness 
and travel economy are secured. It’s hard to 
believe that these colorful, stream-lined crystal 
vials are 40 to 60% lighter than moulded bottles 
of equal capacity! ... that a gross of 1 dram 
vials, for example, weighs only | Ib., 8 oz. net! 

This means that products packaged or sam- 
pled in Kimble Vials reach the far corners of 
the merchandising world at a mere fraction 
of the shipping cost piled up by their more 
cumbersome competitors. Add to this the fact 


that Kimble Vials are strain-free through per- 
fect annealing ... moisture proof and air- 
tight ... adaptable to all modern types of 
closures and labelling effects ...and you have 
the Kimble packaging story in a nut shell. 

Join the ranks of Kimble Vial packagers 
and watch your shipping costs hit a new low 
...and your sales a record high! 





The Visible Guarantee of Invisible Quality ¢« » 


KIMBLE GLASS COMPANY ...-- VINELAND, N. J. 


NEW YORK*+ CHICAGO*+* PHILADELPHIA*®+ DETROIT*®* BOSTON 
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ALCOA ALUMINUM 
TUBERS are used for.. 


One big name leads to another when you mention users of Alcoa 


Aluminum Tubes. Some make face creams, some dentifrices, some 
ointments. For economy or convenience, strength or beauty, 
or a combination of these advantages, they will tell you it is wise 
practice to use Alcoa Aluminum Tubes made by Aluminum 


Company of America, 2170 Gulf Bldg., Pittsburgh, Pennsylvania. 
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CARNASHIA MIMOSA MICHAUX 
SOUTHERN LILAC 


a few of the many fine perfume oils we offer . . . 
especially suitable for use in toiletries so widely 


in demand for the Spring and Summer Seasons. 


Samples and quotations on request. 


RR em ee cr ee Sen SS SO RSE Sy 


C ompaguic aceulo, "nce. 


Executive Offices and Laboratories: CROTON-ON-HUDSON, N. Y. COMPAGNIE PARENTO LTD., 73 Adelaide Street W., Toronto, Ontario, Canada 
NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES SAN FRANCISCO PORTLAND, ORE COLOMBES, FRANCE LONDON, ENGLAND 
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Mrs. Buyer Does! 


At the cosmetic counter, young Mrs. Buyer can not con- 
pare formulas, nor therapeutic properties nor true value. 
But she can and does choose by odor! Odor bespeaks 
true value. Odor is the very essence of your product. 
It should be a distinctive odor, an impelling odor, 
a flattering odor, an odor that Mrs. Buyer will prefer. 


Choose your perfume carefully, for Mrs. Buyer does 
and we know from long experience what she likes. 


A MERINGEN-HAEBLER, ING. 


3515 Fourtu Avenue, New York, N. Y. 





INTERESTED? 


NTERESTED in something new, or are you still 

sold on the old stand-by? The old stand-by may 
yet be just the thing for your product, but it pays 
to keep up with the new ideas just the same. 
We list below several new and unique perfume 
ideas which have recently received favorable com- 
ment. These new notes can be supplied for use in 
fine perfumes, powders, creams, lotions and all 


cosmetic preparations. Ask us for samples. 


P alm J, rings OF cin uet 


The sophisticated essence of California. A distinguished perfume mode. 


ilk iuiidtae Crillet de OD cuss 


A lavender creation of new interest. Fresh nuance of the carnation character. 


VAN A menincen-Hacsten, INC. 
915 Fourth Avenue New York City 





OF ALL LEMON OIL 
SOLD IN THE U.S.A. 
WAS EXCHANGE OIL 


a | 
LEMONS 


HERE you have the fact 
and the reason for it. 
Quality and fair price have 
made Exchange Brand the 
fastest selling oil of lemon in 
the United States by 2 to 
l! 
It is made in the largest 
plant in the world devoted 


8 


OF LEMON 


MENT 1th 
AND CLARIFIED 


OIL OF LEMON U. S. P. 


Sold to the Chmerican market exclusively by 
DODGE & OLCOTT COMPANY 
180 Varick Street, New York, N. Y. 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue New York, N. Y. 
Distributors for 
California Fruit Growers Exchange 
Products Department . . . . Ontario, California 
Producing Plant: 
EXCHANGE LEMON PRODUCTS CO. 


Corona, California 


- 


Ce ee 
ae ee 


exclusively to lemon products. 
Nowhere else has uniformity 
been so exactly attained- 
or the American taste so suc- 
cessfully met. 

Next time specify Exchange 
Brand Oil of Lemon, U. S. P. 
(Clarified). Find out why it 
leads in popularity. 4.) snes 


California Fruit Growers Exchange, Products Department 
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AS GOES THE TREND 


ITTERING the highways of trade, like dead 
leaves scattered by the storm, are the products of manu- 
facturers who fail to adjust their goods to the market’s 
changing pace. Today, hanging by the slim stem of a 
capricious public’s favor, the too-high-priced product 
sways precariously in the blustery winds of economic 


uncertainty. 


This is not to imply that a price-slashing, quality- 
sacrificing change is necessary, but rather an orderly 
adjustment which will enable the manufacturer, with- 
out jeopardizing quality, prestige or profit, to readapt 
his line to the new demands. . . . In the rich gleanings of 
long experience, in the practical advantages of skilled 
research, and in the unfailing quality of materials gar- 
nered from the world’s finest sources of supply, we 
offer, we believe, the only sure means of making such 


accomplishment wholly possible. 


FRITZSCHE BROTHERS, Inc. 
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CASTOREUM ARTIFICIAL F. B. 


The great difference between this synthetic 
material and the natural castoreum obtained 
from beavers is one of cost. In actual ap- 
pearance, odor and strength, it varies little 
from the genuine. For most practical pur- 
poses, CASTOREUM ARTIFICIAL F. B. 
should be used in the form of a tincture 
made in proportions of 2 ounces of the 
Artificial to 1 gallon of alcohol. In some 
formulae it can be used to replace the 
genuine castoreum completely; in others, 
most satisfactory results are obtained by 
combining it with the natural product. Its 
characteristic odor and fixation qualities 
render it especially adaptable to heavy per- 
fume compounds of the Oriental type. 
Extremely low priced and effective, CAS- 
TOREUM ARTIFICIAL F.B. has much 
to recommend it to the producer of fine 
perfumes. 


Please feel that you can discuss your 
problems with us freely and in complete 
confidence. Many of our good customers 
do and oftentimes the results of our in- 
vestigations point the way either to 
economies, to definite improvements in 
their formulae, or both. 


MUSK TONQUIN ARTIFICIAL F.B. 


Tonquin Musk is the most powerful and 
tenacious of the four principal animal 
fixatives. In our MUSK TONQUIN 
ARTIFICIAL F.B. we have successfully 


embodied those outstanding characteristics 


for which the natural musk is most valued 
—its subtle but penetrating and persistent 
odor, its remarkable fortifying effective- 
ness and its power of diffusion. To lifeless 
perfumes it imparts the same stimulating 
“lift” of the genuine product. MUSK 
TONQUIN ARTIFICIAL F. B. can best 
be used as an alcoholic tincture made by 
dissolving 4 ounces of the Artificial in 1 
gallon of alcohol and ageing to proper ma- 
turity. Such tincture, substituted for 
natural Tonquin Musk in the manufacture 
of certain soaps, will effect savings in raw 
material costs without sacrifice of odor 
or tenacity. 


In availing yourself of our facilities you 
obligate yourself in no way other than 
to take advantage, if you wish, of any 
improvements that might be effected 
through our suggestions. Let us prove 
to you the true worth of FRITZSCHE- 


supervised service. Write us today. 











ESSENTIAL AIDS to 


cn MODERN PERFUMING 





CIVET ARTIFICIAL F. B. 


There have been offered, from time to time, 


numerous substitutes for natural civet. 
Careful examination and application of 
many of these have failed to reveal a syn- 
thetic capable of imparting the character- 
istic softness of odor for which the genuine 
product is noted. This has led us to the 
development of CIVET ARTIFICIAL F.B. 
—a successful endeavor to overcome this 
common deficiency. Imparting the odor 
character typical of natural civet, our Arti- 
ficial resembles it closely in color and con- 
sistency, is much stronger and possesses a 
decided advantage in its solubility. In the 


form of alcoholic tincture, properly aged, 
it can be handled in fine perfume formulae 
in the same manner as Civet Absolute. 
Exacting perfumers will not be long in 
recognizing this new material for its true 
worth. 






FRITZSCHE 


816 WEST 8TH STREET LOS ANGELES, 


Proprietors ot PARFUMERIES de SEILLANS  Seillans, 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 
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AMBERGRIS ARTIFICIAL F. B. 


This is a remarkably exact, synthetic repro- 
duction of ambergris. In matters of cost and 
convenience it offers distinct advantages 
over the genuine product. It is readily sol- 
uble in both alcohol and essential oils. Alco- 
holic tinctures made with AMBERGRIS 
ARTIFICIAL F. B. impart tenacity, fixa- 
tion and stability to a high degree. Manu- 
facturers who compound their own blends 
will find that it enables them to produce 
exquisite modern effects, perfumes embody- 
ing the so-called amber note and floral types 
such as lilac, at reduced cost and without 
noticeable effect upon quality. Perfumers 
using genuine ambergris or other natural 
or artificial fixatives are invited to sample 
any of the four synthetics described in 
this group and compare results carefully 
with the odor-effects they are now 
attaining. 





ers, unc. 


PORT AUTHORITY COMMERCE BLDG. 
76 NINTH AVENUE, NEW YORK, N. Y. 
118 WEST OHIO ST. CHICAGO, ILL. 








ESPITE the civil war in Spain, our plant in Seillans has succeeded 
in getting through sufficient plant material to assure continued produc- 
tion of LABDANUM. This is a very fortunate circumstance as Lab- 
danum is one of the finest and most pleasantly fragrant fixatives pro- 
duced—therefore, one of the most useful. We can now quote you on 
the following: 


In our opinion, this is the most powerful natural fixative available. Its fine, pervasive 
odor stands up almost indefinitely. It is suited especially for use in soaps (will not dis- 
color), and as a basis for Oriental perfumes, powders, creams, men’s shaving prepara- 
tions, etc. Blends particularly well with pine. Is insoluble in alcohol. 


Possesses the same odoriferous principles and characteristics as the Concrete with the 
added advantage of solubility in alcohol. It represents the clean, refreshing fragrance 
of Labdanum at its very best. 


This material is steam distilled from the Gum of Labdanum and contains the odor prin- 
ciple of the latter in its most concentrated and powerful form. It possesses a fine, clean 
amberlike note, is light in color and is soluble. 


One of the most widely used of all the gums and balsams. It provides a superlative 
means of fixation and imparts a delicately agreeable note to the odor complex. Low 
priced and very effective. 


Write for further details. 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
508 Standard Building 206 State Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building 12 South 12th Street 816 West 8th Street 1325 Howard Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. PRODUCTOS FRITZSCHE BROTHERS, 5S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 
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Today, with competition among countless products greater than ever, 
the extra help a container can give toward clinching a sale often 
decides whose product is taken home... yours or a competitor's. Canco 
has accumulated whole acres of packaging ideas to help sell products, 
all at your service. 



















SPECIAL 
HT Bye 


A CONTAINER THAT 
FITS THE PRODUCT 


This fibre talcum powder can has an 
enameled metal top and a metal bot- 
tom for extra strength. It is light 
weight, economical, graceful in 
shape. Feminine fingers find no 
difficulty in operating the smooth- 
turning shaker top. The entire 

appearance of the container 


harmonizes with the product. 


WORLD'S LARGEST 


March, 1938 


THIS ONE 
INCREASED SALES 


The customer gives the redesigned 
container credit for a substantial in- 
crease in business during the past year. 
It has been accepted enthusiastically 
by dealers throughout the country. The 
new design by Canco is now on all 
containers of all sizes used by this com- 
pany. Its poster display speaks up 


gets attention and sales. 


UNOS at] teed 


GREATER PRODUCT PROTECTION 
..- ADDED SELLING POWER 


In the background is the former container. Note the im- 
provements in the redesigned one. Ii is sturdier in construc- 
tion; metal bottom and top give added protection to the 
contents. The top opens easily, reseals tightly. In addition 
the newer package has a look of quality that means more 


power to sell. 


AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK, N. Y. 
104 SOUTH MICHIGAN AVENUE, CHICAGO 


MANUFACTURER OF METAL 


111 SUTTER STREET, SAN FRANCISCO 
AND FIBRE CONTAINERS | 









Write Canco today and dis- 


cover how economically your 





container may be redesigned 






to give it greater saleability. 





No obligation. 






























The 


BAIDGtPORT coors 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT, * TEL. BRIDGEPORT 3-3125 
VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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The Harkness & 
Cowing Co. 


CINCINNATI, OHIO 
U. S. A. 















Manufacturers of Stearic Acid 













Theodore Leonhard 
Wax Co. 


ESTABLISHED 1852 
HALEDON e PATERSON, N. J. 


The 
Atlantic Refining Co. 


PHILADELPHIA, PA. 
260 South Broad St. 


PETROLEUM PRODUCTS 


Saponification Process 










BLEACHERS & REFINERS 













, OF BEES-WAX 
White Mineral Oils U. S. P. White Bleached Bees-Wax 
for pharmaceutical use. T. L. Brand 


Technical for cosmetic uses. 


Extra Quality—U. S. P. 


All gravities, all viscosities. and 100% pure. 























THE SHIELD 
H. J. Baker & Bro. OF \ 


| Sierra Talc Co. 


EeWVYeoOREK QUALITY | LOS ANGELES, CALIF. 


Sierra Tales approximate the 





STURGE'S English 


precipitated chalk U. S. P. With the feeling that there can be no 

better evidence of the service we aim 

to render to our patrons, we enume- 

rate below the outstanding firms we 
represent. 


ideal—chemically and physi- 
cally—and excel in uniformity 


Extra Light Dense of milling and color. 





Colgate - Palmolive - 
Peet Co. 


JERSEY CITY,N. J. 
Executive Offices— 
105 Hudson Street 


Thurston & Braidich \ 


NE W YY O R K 






Specialties: 


Gum Arabic — Gum Karaya 





GLYCERINE 
Gum Tragacanth Lockwood Brackett Chemically Pure U. S. P 
Vanilla Beans—Tonka Beans Co. Dynamite 
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MANUFACTURERS AND 
IMPORTERS 
Castile Soap “Laco" 






Powdered — Granular — Bars 


as, 





Oil Lavender Fleurs, Oil Ylang, Oil 
Citronella, Java, Zinc Oxide, Gum Benzoin 


Come to Headquarters for the finest 
RAW MATERIALS FROM ALL OVER THE 





WORLD. As direct importers our service Siam, Gum Tragacanth Persian, Gum Karaya 
offers exceptional advantages to buyers in Quality Bleached Ozokerite, Sunbleached Beeswax, Rice 
Service, Spot Stocks . . . Natural Floral Products, Starch, Kaolin, Precipitated Chalk. Write today for price list. 
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SLIP CAPS 


Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


lor perfumes, talcum and tooth 
powder, bath salts, lotions, ete. 
Furnished in a variety of de- 
signs in fancy metal—plain brass— 
SCREW CAPS aluminum — brass nickel plated 
—nickel silver — stainless _ steel 
Enameled caps, all colors. 
Our “Negative Finish” resists 
acids, alkalies and alcohol. 


282-24 M/M ; Samples and prices on request. 


B BR A ) ) 
RIEL : d . ~ 

. iv G 0 0 D s 
412 8 M/M 456 13 M/M 406 10 M/M 503 13 M/M 300 18 M/M be 


MANUFACTURING CO. 


aoe a? 345 ELDERT STREET 
7 BROOKLYN, N. Y. 
7 Phone: Foxcroft 9-5900 
404 20 M/M 10-Sided 387 20 M/M Round 


———~ oom 0 M/M Round 
f ! ty Cg TWO PIECE BALL CAPS 


471 10 M’M Round 5258M/M 408 13 M/M Round 
MISCELLANEOUS 


429 10 M/M 


507 18 M/M 
PULL-UP TOOTH POWDER TOPS 
428 33 M/M 


Pencil Clip 
(AW 


388 15 M/M 


eT 


355 Salt Cap 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Talcum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round 
Square, Oval, Slotted). 
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A your products now sold ex- 
clusively in jars? If so, in- 
vestigate the profit possibilities of 
making them available in tubes. 
Many firms have recently ex- 
panded their sales outlets and 
are winning thousands of new 
consumers by packing their 
products in convenient-sized col- 
lapsible tubes. 


N.B.—And if in the market for 
METAL CAN SPOUTS for various 
household products, we are 
headquarters ! 


WHITE METAL MANUFACTURING CO. 


pes abel HOBOKEN, NEW JERSEY Rial 
F. L. Butz R. M. Stevenson 
109 Gaventh Ava Chicago Office, Charles A. Rindell, Inc., 64 West Randolph St COM nRnE: eie 


March. 1938 





ACTINARONE 


A Sunburn Preventative of Outstanding Merit 


Used in the proportion of 3 to 10% it satisfactorily 
filters out all harmful infra red and ultra violet rays, 


positively preventing burning. 


A Working Sample Will Be Sent on Request 


so 


We offer the interested cooperation of our well 
equipped research and experimental laboratories in 
charge of chemists of broad experience, to aid our 
customers in the solution of any problem involving the 


use of our products. 


ESSENTIAL OIL AND 
CHEMICAL COMPANY, INC. 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 WEST HURON STREET 
ST. PAUL: 253 EAST 4th STREET 
LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 119 ADELAIDE STREET, W., TORONTO 
MONTREAL: 295 YOUVILLE SQUARE 
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That is why it is called the self-selling lipstick— 
why our customers say it is the greatest advance 


in lipstick manufacture in a decade! 


It has a super-lustre (regardless of shade in which 
it is made) that immediately attracts the women. 
And this super-lustre retains its bright glow of 


texture until the last particle is used. It does not 


Rouge Compacts - 
Powder Compacts - 


Creme Rouge - 
Eye Shadow - 


dull or "sweat" with age or exposure. Of course, 
it is highly indelible, velvet-smooth to apply, non- 
greasy, non-toxic! 


As those who trade with us know—Helfrich never 
makes extravagant or over-enthusiastic claims— 
so you are urged to write or wire today for 
samples of this sensational lipstick! 


Face Powder 
Cosmetique 


HELFRICH canoraronries 


HELFRICH LABORATORIES, 
HELFRICH LABS. OF N. Y. C., 
HELFRICH LABS. OF CANADA, 


CABLE 


BALDWIN & BALDWIN 
CHARLES H. CURRY 


INC. 
LTD., 690 


ADDRESS: 
CHICAGO 


564-570 WEST MONROE ST., CHICAGO 
30-34 WEST 26TH ST., 


NEW YORK 


KING ST., WEST, TORONTO, ONTARIO 


NEW YORK 
TORONTO 


HELFLABS, 


819 Santee St., Los Angeles, Calif. 
420 Market St., San Francisco, Calif. 
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[ nhale the fragrance of a White Lilac in full 
bloom and compare it with Agfa Flower Oil 
White Lilac. Close your eyes and see if you can 
tell the difference. Agfa Flower Oil White Lilac 


is a faithful reproduction of the natural flower 


odor. 


Agfa Flower White Lilac is known for its adapta- § 


bility when used in many types of complex odors. 


It is unexcelled in creating complex odor notes, 


and when used as an extract or base makes pos- : 


sible amazingly fine individual odor creations. 
That is why it is the accepted Lilac by the world's 


leading perfumers. 


your creams. 


The low price of this odor makes it practical for 
moderate priced toilet preparations. 


Write for generous size sample—free. 


Agfa Aromatic Laboratories have developed 
sales compelling odors for many of the world's 
leading cosmetics. 


Agfa leads in aromatics just as a big automobile 
combine leads in automobiles. There's a world 
leader in every field. In aromatics it's Agfa. 


AGFA AROMATICS DIVISION 


GENERAL DRUG COMPANY 


170 Varick Street, New York City 
1220 W. Madison St.. Chicago 907 Elliott Street. Windsor. Ont 
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SWINDELL BROS. 


BALTIMORE. NEw YORK 


Swindell stock perfume bottle 
designed to dramatize YOUR label: 


R 31 


Again, Swindell proves it is possible to take advantage of the 
economy of a stock bottle without sacrifice of distinction or 
individuality! R 31 is made in the following sizes: 1 dram, 


2 dram, 2 0z., 1 0z.,2 0z., 4 oz. Write for samples and prices. 


SWINDELL BROS. BALTIMORE 
200 FIFTH AVENUE NEW YORK 
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“IT'S ALL VERY SIMPLE” 


Animals trained and photographed by Harry Whittier Frees. 


@ Here are excellent examples of Owens- 
Illinois SALESpackages. When contained 
in these Vogue lotion and Sunburst perfume 
lines ... hand lotions, perfumes and other 


toiletries are DRESSED TO SELL. 


@ Bring your problems of containers, 
closures,labels and cartons toOwens-Illinois. 


Branch offices in most principal cities. 
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EW perfumes by Felton Chemical Company are developed only after every consideration has been given to the 
various problems confronting the manufacturers of perfumed products. For this reason, we proudly announce RADIONE 
No. 200... . an ideal PERFUME FOR CREAMS. It’s a delightfully refreshing fragrance that will not discolor your 


cream or irritate the most sensitive skin. It is perfectly balanced, too, and will 


retain its charming scent while the last bit of cream remains in the jar. em * BP ow | T 
Write for your sample of Radione #200 today ! — $12.00 per pound \ / j ‘ex 
Vn as 


ie 


C HEMIC: 
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re Se 
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Mfrs. of Aromatic Chemicals, Natural Derivatives, Perfume Oils, Artificial Flower and Flavor Oils. 





Whether you submit a simple or elaborate design for powder or 
perfume boxes, you'll find that Rowell can manufacture exactly ee 
what you want. We make a complete variety in shapes and 
sizes—any one of which will be a definite sales asset to your 


product. 


Illustrated: This sturdy oblong powder box 


has an unusually heavy extension base. 


E. N. ROWELL CO., Inc. 


BATAVIA NEW YORK 


New York Office: SEWELL H. CORKRAN, 30 East 42nd St. Boston Office: H. P. TUCKER, 
° Phone: MUrray Hill 2-3447 . 


92 Chauncey Street 
Phone: Hancock 0398 
Chicago Office: HAROLD G. MacKAY, 444 Grand Ave. St. Louis Office: THE DICK DUNN Co. Merchandise Mart 
° Phone: SUperior 1676 * Bldg., 12th Blvd., & Spruce St. Phone: Central 3544 


Hollywood, Cal.. Office: Cc. H. E. DUNN, Guaranty Bldg. Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 
. 6331 Hollywood Blvd. Phone: Hollywood 0111 ® 319 Curtis Bldg. Phone: Trinity 2-0191 
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Perhaps you remember the old-fashioned gar- 


n that little old lady cared for so tenderly back 
_ 0 ;. She had a patch of “Sweet Tobacco” blos- 


. % 


. ws 
somingtthere, that we loved to pass at sundown. 


rant! The memory lingers still. Nicotiana 

acy call it now. We used to call it Eve- 

, orSweet Tobacco .. . Picture, if you 

will, a sweet, Powerful blend of Jasmin, Tuberose, 
Carnations, wed Roses — with just a bit of the 
pungency of Narcisse . .. We offer Nicotinia as 
a glorified replica of this fragrant American gar- 


den favorite. We think you will like it. It can be 


used in all toilet goods. Samples upon request. 


ALBERT VERLEY, INC., D. A. Bennett, President, 1621 Carroll Ave., Chicago, IIL » Mefford Chemical Co., Los Angeles » 114 East 25th St.. New 
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ye Shadow Eye Openers 


They have an important bearing on sales and 


profits. Do you know the correct answers? 


1. For what specific purpose is Eye Shadow 


intended ? 


2. What is the most satisfactory texture for 


Eye Shadow? 


3. How important is color as a factor in 


Eye Shadow? 


4. What consumer age group leads in per- 


centage of Eye Shadow use? 


15to19 20to29 30to 39 


40 and over 


5. How many times a year do users pur- 


chase Eye Shadow? 


6. What laboratory manufactures more than 
60% of all Eye Shadow, in all price ranges, 
used in the United States? 


NOTE: Jf you bave any doubt about the correct 
answers to these questions, A E Mullen will be 
pleased to send you a detailed report. No obliga 
tion — just write bim at 30 Rockefeller Plaza or 
call COlumbus 5 -6820 


AMERICAN PERFUMERS’ LABORATORIES, INC. 
Makers of the World's Finest Cosmetics 


30 ROCKEFELLER PLAZA, NEW YORK, N. Y. 


In Canada: 1015 St. Alexander Street, Montreal, Quebec 


Private Brands Exclusively 


r -* . . ~ . aw an 
P. S.— You will be interested to know that Eye Shadow for non-professional use was originated by APLI 


in 1929 . . . see announcement in March 1929 issue of American Perfumer & Essential Oil Review. 


ROUGE SUPREME LIPSTICKS APLI +« FACE POWDER APLI + MASCARA APLI « EYE SHADOW APLI 
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he Reasons 


for the Leadership 
of Sweet Lilac “Sch. & Co.” 


There are many reasons for the leadership 


of Schimmel floral oils. One reason is our 
success in finding the odor constituents of 
the natural flowers—often bodies never be- 
fore discovered. Another reason is our mas- 
tery of the subtleties of those aromatics 
which play such an important part in the 
character and charm of the floral effect. 


No absolute of Lilac is commercially obtain- 
able. A deficiency which is not so import- 


ant now. Because in our Sweet Lilac we have 


achieved our aim of reproducing the en- 
chanting fragrance of Lilac blossoms in 
full bloom. 


Here is an odor which gives a popular ap- 
peal to perfumes, toilet waters, shaving lo- 
tions, face creams and other preparations. 
We shall be glad to send you samples for 
testing. Other important Lilac Specialties 
in our line are our Lilac White “Sch. & Co.” 
No. 300, Lilac No. 10144, and Lilac W K 
No. 3132. 


SCHIMMEL & CU., INC. 


601 WEST 26th STREET, NEW YORK CITY 


BOSTON CHICAGO LOS ANGELES TORONTO 
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Here are ten good reasons why so many of the country’s 
leading cosmetic manufacturers look to Scovill for the 
economical production of vanities and other containers. 
These handsome round and square vanities are designed 
for loose powder, but any of them may also be used for 


compact powder at the discretion of the manufacturer. 


If you have a production problem involving vanities— 
or rouge boxes, lipstick containers, mascara boxes or other 
items—Scovill’s long experience in the field may well be of 
value to you. A letter to any Scovill branch will bring a 


prompt reply. 
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SCOVILL 


MANUFACTURING COMPANY 


Drug and Cosmetic Container Division 


79 MILL STREET WATERBURY, CONNECTICUT 


Boston e« Providence « New York e¢ Philadelphia 
Lynchburg, Va. ¢ Syracuse « Pittsburgh « Detroit 
Chicago e Cincinnati « San Francisco « Los Angeles 
IN CANADA: 334 King Street, East, Toronto, Ontario 
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PREPARE ih - NOW FOR SUMMER SUN PROFITS 


aa VA sroxs of consumers will soon be 


exposing themselves to the sun . . . actively in 
the market for suntan preparations. A Carr. 
Lowrey stock bottle may be the perfect answer 
to the package you need. It lends itself to 
many individual label and closure treatments 
. offering an opportunity for extra distinc- 
tion without private mould expense. Illustrated 
are a few of many appropriate bottles in 
stock: Nos. 382-3 0z., 360-4 0z., 382-4 oz. 


es (j * 


FACTORY & MAIN OFFICE: BALTIMORE, “i 


NEW YORK OFFICE: 500 Fifth Avenue, Phone: CHickering 4-0592 CHICAGO OFFICE: 1502 Merchandise Mart; Telephone: WHitehall 4326 
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0. kh. TRUTHFUL 
ADVERTISING 
The Wheeler-Lea bill bids fair to 


encounter no particular opposition 
from this industry unless some major 
changes are proposed. Concensus of 
opinion seems to be that there is no 
strong objection to the Federal Trade 
Commission performing supervisory 
functions accorded it under this bill. 
Yet some think it would be more de- 
sirable for the same governmental 
division approving the labels to logi- 
cally shoulder the supervision. 

The big point is: every worthwhile 
manufacturer favors truthful adver- 
tising as constructive merchandising. 

It is assumed, of course, that the 
Wheeler-Lea enforcement and regu- 
lations adopted in its application by 
the Federal Trade Commission would 
be uniform in all commerce without 
any special discrimination or treat- 
ment for the manufacturers of Cos- 
metics, Drugs, and Foods. 


DRIFTING CLOUDS 


Despite wars and rumors of wars, 
despite drifting legislative currents 
despite forecasts of no turn upward 
for months, it is truly 
how business men are taking it! 

The answer is 


remarkable 


there’s more busi- 
ness moving (in some lines anyway) 
than one might expect. 

It seems certain that no adminis- 
trative moves, distasteful or startling- 
ly harmful to “business” will be 
pressed for a considerable period. 

On the contrary, F.H.A. activities 
and R.F.C. policies are moving along 
definitely helpful lines. 

The big navy movement spells 
business activity of a major charac- 
ter. 

Curtailment of “spending” is re- 
ceiving serious attention at Washing- 
ton. It would appear, however, that 
the “recession” has made necessary 
additional relief expenditures, and 
the deficit looms to a big figure 
again. This is recognized, neverthe- 
less, as a condition that was forced 
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CURRENT 


upon the administration and not of 
its seeking. Quite the contrary. 

Farmers will receive substantial 
benefits this year and will spend 
them. 

Labor is showing signs of becom- 
ing practical. At least, we hear so. 
At any rate, it’s refreshing to note 
the absence of mass strike talks. 

Before this is printed, the contro- 
versial tax revision may have become 
a fact, distinctly removing one or 
more of the business hobbles. 

All of the current events tend to 
indicate a clearing of the situation 
allowing business to pick its mani- 
fold self up and go to it again. 


NOW GOOD TASTE! 


The substantial amounts of money 
spent in advertising appropriations 
in this industry has been freely men- 
tioned recently. 

It must be remembered that not 
many years ago, a woman highly 
rouged or “fixed up,” in passing 
through the street, caused comment. 
She was quite liable to be dubbed a 
“painted lady.” 

The crudity of yesterday has been 
refined by the wholesome good taste 
of women generally. 

And the transformation has been 
brought about by the educational ad- 
vertising of the manufacturers who 
have been successful in making the 
genteel use of powder, rouge, lipstick 
and manicure items as dutiful adorn- 
Thus the broad market was 
created and thus it is kept sold and 


ment. 


active. 


PRIDE OF PRODUCT 


\gain, we are moved to comment 


upon the evident desire running 
through this entire industry, to im- 
prove standards and qualities of 
products. 

Searcely a mail comes in but some 
manufacturer submits a question as 


to formula, method, or process to 


COMMENT 


improve the product and to guard 
against any possible harmful or ir- 
ritating effects incident to its use. 

This is more than good merchan- 
dising. It is evidence of a distinct 
urge for improvement and _better- 
ment—greater pride in product. 

It pays—of course. And it pays 
to be honest! But the wish and in- 
tention to be honest is a finer prin- 
ciple, as is this evident desire to put 
out a quality product. 


THREE “MUSTS”— 


All authorities who get into print 
and those with whom we have the 
privilege of talking, seem to agree 
upon three points: 

(A) Revision of the _ undistrib- 
uted profits tax and the cap- 
ital gains tax. 

(B) Some amendment of the 
Wagner Act. 

(C) That the proposed wage and 
hour bill be sufficiently sim- 
ple and sound to be helpful 
generally — industrially 
speaking. 

Congressional performance on 
these three items seems to be in the 
cards. If sound action is_ taken, 
much of the uncertainty which now 
confuses and retards constructive 
business operations will be removed. 

Given the chance to think and plan 
with reasonable safety, there seems 
no reason to doubt renewed business 
activity. The sound foundation is 
there and many fundamental factors 
favor a pick-up. Money is cheap. 

Certain adjustments have 
been made or are in the process. 


price 


Housing is being given a boost. La- 
bor is more willing to cooperate. 
Foreign trade holds up. Agriculture 
seems in good shape. And most of 
all, inventories are low. 

From many industries, we hear 
that inquiries are becoming active. 
It's true of the cosmetic industry. 
It’s good business to be prepared— 
and to let your customers know it! 


H. J. W. 


31 





The American Perfumer 





THE AMERICAN PERFUMER © COSMETICS 


TOILET PREPARATIONS #« MARCH 1958 


Proposed New Trade Mark Law 


Pending Lanham Federal Trade Mark Bill of Utmost Importance to 


All Manufacturers Whose Business Depends on Proper Protection 


of their Trade Marks. 


COMPLETELY 
A new trademark 
bill has been in- 
troduced in the House of 
Representatives by Rep- 
Fritz C. 
ham, from Texas and has 

been referred to the Committee on Patents. 

While this Bill contains many of the features of the 
present Act, it also includes many absolutely new ideas 
upon the protection of trademarks and the methods for 
their registration. 

It is not the intention of this article to digest the Bill in 


resentative Lan- 


fullest detail, or to question the legality of its provisions, 
or to comment upon the contradictory sections, but is sim- 
ply an explanation of its more important features as they 
affect the legal protection of trademarks in their com- 
mercial use. 

The Bill treatment of trademark 
rights, is to such a degree in opposition to the present 
laws and is based upon such new principles of trademark 
ownership, that its outstanding provisions should receive 
the careful consideration of every trademark owner. 


is so radical in its 


Rights of Subsidiary Companies 

The rights of subsidiary, or related, companies are rec- 
ognized, and where the trademark sought to be registered 
is used by a company subsidiary or related to the actual 
owner of the mark, the registration shall so state and such 
use will not affect the validity of the trademark or its 
registration. 

This innovation is reasonable and equitable and well 
fits in with the present commercial methods of subsidiary 
companies. 


Registration of Disclaimed Matter 


Another important and valuable feature of the pro- 
posed law is the right of a registrant to later register 


*Patent and Trade Mark Expert; Consulting Editor. 
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Outstanding Provisions Analyzed by Expert. 


by HOWARD S. NEIMAN* 


matter which the original registrant was compelled by 
the Patent Office to disclaim, but this paragraph as it now 
stands would allow the registration of descriptive and 
other specifically forbidden words, and should be amend- 
ed to concur with the other sections of the Bill. 


Extension of Opposition Filing 


The Bill allows the Commissioner, for good cause to 
extend the time for filing oppositions, which period is 
now specifically limited to thirty days after publication 
in the Official Gazette, a valuable section but one which 
is liable to be be overworked. 


Cancellation of Registered Trade Marks 


The proposed section of the Bill relating to cancella- 
tion proceedings against registered trademarks is most 
valuable to the owners of registered marks. Under the 
present laws one may bring an opposition proceeding 
against a registered mark at any time, and hence it fre- 
quently happens that after the owner of the mark has 
used it for many years and has built up a considerable 
business thereunder, he is suddenly confronted with an 
action for the cancellation of his registration. Under 
the proposed act, a notice of cancellation must be filed 
within five years from the date of registration, unless 
the mark has been abandoned or its registration obtained 
fraudulently, after which period the exclusive right of 
the registrant to his trademark shall be incontestable. 


Concurrent Use of Same Trade Mark 


In order that the many recent decisions of the courts 
relating to the territorial limitations of sole rights to 
trademarks and the consequent concurrent use of the 
same trademark by different parties in different parts of 
the United States may be recognized in the Trade-Mark 
Laws, a paragraph has been introduced in the Bill, al- 
lowing the courts to so divide the territory between dif- 
ferent parties in case of honest concurrent use or of other 
special circumstances which, in the opinion of the courts, 
make it proper so to do. 
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Among the other important new conditions in the Bill 
are the following: 

The Bill provides that a trademark used in commerce 
in relation to specific services may be registered but the 
Bill makes no explanation of what is intended by “ser- 
vices,” but it is probably intended to refer to marks of 


identification employed by unions and associations. 


Assignment Without Good Will 


It provides that a registered trademark may be as- 
signed without the good will of the business. This pro- 
viso is in direct contradiction to the opinions of the Su- 
preme Court of the United States. 
which has held that a trademark 
is an inseparable part of the busi- 
with which it is used, that 
there cannot be a trademark with- 
that it is the 
flag of business accompanying the 
advance of the commercialization 
of the goods with which it has 
been used. It that if 
the owner and user assigned his 
trademark to another to be used 
from a_ different 
former purchasing 
public would be misled in pur- 
chasing the goods of the other 
party carrying the mark. 

The Bill further provides that a 
trademark used solely in advertisements may be registered, 


ness 


out business, and 


is evident 


upon goods 


source, the 


a complete reversal of the present decisions of the Courts 
and of the Patent Office. 


Search File Most Important Feature 


The most important feature, and the most novel inno- 
vation, of the Bill is that portion relating to the Search 
File. 

The object of the Search File sections of the Bill is 
to compel owners of trademarks to deposit a statement of 
their rights to trademarks, irrespective of registration. 
which statements shall be published for public inspection. 

Many owners of trademarks, after long and extensive 
commercial use of a mark, suddenly find themselves in- 
volved in legal entanglements with a party claiming prior 
and continuous use of the same, or deceptively similar 
mark, of which the first mentioned user had no knowledge 
as a search of the registered marks did not disclose 
it. The later, but innocent, user is thus unfairly de- 
prived of valuable property which may be the basis of 
his business. 

The Search File is an attempt to obviate this inequitable 
condition and to place a fair burden upon the first user 
of a trademark to notify the public of his property rights 
in his mark. 

Under these sections of the Bill it is unlawful, and 
notice the word “unlawful,” to use any mark in commerce 
unless and until such mark has been deposited in accord- 
ance with the provisions of the Bill. 


All Trade Marks to be Assembled 


The Commissioner is authorized to assemble for search 
purposes all marks now registered, or which may here- 
after be registered, or for which applications for registra- 
tion are pending, or which may be deposited as provided 
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OUTSTANDING 


A New Search File 

A Supplemental Register 

Rights of Subsidiary Corporations 
Registration of Disclaimed Matter 
Extension of Opposition Filing 
Greater Cancellation Protection 
Territorial Rights 

Trademarks for Services 
Assignment Without Good Will 
Advertisement Protection 


in the Bill, and any other marks which the Commissioner 
may direct. 

It is thus seen that this file will contain, among others, 
the trademarks for which registrations are pending as well 
as any other marks which the Commissioner may introduce 
of his own volition, thus producing a complete file of the 
trademarks. 

Any mark may be thus deposited in the Patent Office 
by filing copies of the mark on a prescribed form and by 
paying into the Patent Office a fee of $2.00. 

It is further provided that any such deposited mark 
shall be marked as abandoned, or cancelled. and removed 
from the file at the end of five 
years unless the depositor shall 
file an affidavit that such mark jis 
still in use. 

The object of these sections is 
to produce a file containing all 
lawful trademarks, including those 
not registered, for public inspec. 


FEATURES 


tion as a guide for those who are 
seeking the adoption of a new 
trademark. 


Possible Source of Trouble 


The wording of the sections re- 
lating to this file are, however, 
not conclusive as to the rights of 
the depositor. 

The Bill that it is un- 
lawful to use a mark unless “it has been deposited.” 

Suppose that a party deposits his mark, continues to 
use it, and does not file an affidavit to use during the 
following five years, in which event it is expunged from 
the file. Under the wording of the Bill, it would seem 
that it is not unlawful for him to continue its use al- 
though it does not appear upon the file, as he has com- 
plied with the provisions of the Bill and has deposited it. 
Under these circumstances, the public will not have notice 
of its use and may innocently adopt it and may thus be 
led into infringement litigation. 

It would seem, therefore, that the Bill should be changed 
to make it unlawful to use a mark unless it appears upon 
the Search File, in which event, his failure to file his 
affidavit would prevent the owner from its further legal 
use. 

This portion of the Bill is the most important move 
for the protection of trademark owners and the greatest 
care should be exercised in providing the full protection 
that it is evident is the intention of the Bill. 


states 


Reason for Supplemental Register 


The so-called Supplemental Register, set up in the Bill, 
is a continuation of the Trade-Mark Act of March 19, 1920, 
relating to the convention for the protection of trademarks 
and commercial names, made and signed in Buenos Aires 
on August 20, 1910, and which is intended to allow of 
the registration of descriptive and geographical words and 
the names of individuals, in order that registrations may 
be obtained in those foreign countries which allow the 
registration of such words if registered in the home coun- 
try of the applicant, and which are not registrable under 
the United States Trade-Mark Act of February 20, 1905 
(and as amended). 

(Continued on page 80) 
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Waving Fluids Spell Profits 


How Finger Waving Lotions, Wave Sets, and Setting Fluids are 


compounded 


Should be Kept in Mind 


By FLORENCE E. WALL, 


Important Faets about their Proper Use Which 
in Making, 


Selling and Using Them. 


r. ALL 


HE preparations used for acacia, karaya, or tragacanth) 
putting a temporary wave in PROPER FUNCTION OF or certain seeds (principally 


called 


lotions,” 


the hair variously 


“finger-waving “wave- 


Waving fluids 


WAVING FLUIDS 


when properly 


quince, or pysllium). There 
technical difficulties in- 


flax. 


are few 
com- 


sets,” “setting fluids”—are un- pounded and used intelligently perform volved. If the seeds are used 
doubtedly among the best sell- a valuable service in hair-dressing. they should be first blown or 
ing, and the most widely used Their function is to bring out the quickly rinsed with cold water 
of cosmetic products. Not only best effects in naturally wavy hair or to free them from chaff and 
are they featured in every line in hair that has been permanently other mechanical impurities. 


of preparations sold to beauty 
and barber shops, but they are 
also established items in the toi- 
let goods departments of retail 
A sur- 
business is 


waved by 
ing from straight follicles cannot be in 


stores for use at home. 


prising amount of 
deflected from the hair-dressers 
every years through the skillful 
ministrations of girls using these preparations on the hair 
of one another. 

The increase in the consumption of these products is 
directly traceable to the increase in permanent waving. 
Originally offered as “ best means of bringing a sleekly 
groomed head out of a tangled mass of tousled curls, 
finger-waving has sat d popular on its own account. 
and the waving fluids* used in the process are now found 
on the heads of many women everywhere who never have 
a permanent wave. 


What Can Be Expected—and Claimed 


The correspondence departments of various periodicals 
and outside consultants receive in any year numerous 
inquiries about waving fluids, evidently in the hope of 
hitting upon some magic secret which will reveal the Per- 
fect Product. It is sad but true—as a glance through the 
numerous formularies will reveal—that there is little 
mysterious or complicated, or secret, or even new, on 
these products. The sole purpose of all of them is the 
same—to hold the hair in place while it is being waved, 
and to make it keep its new shape as long as possible 
after it is dried. This is all that can be expected of these 
preparations, and all that can legitimately be claimed 
for them. 


The Active Agent in All Waving Fluids 
The active agent in all these waving fluids is the muci- 


lage obtained from one of the familiar gums (principally 


oe 
For many years this author has consistently used this descrip- 
tive term for this type of product, reserving the term “waving lotion” 


for the preparations used to produce a permanent wave. 
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heat treatment. 


made wavy by them. 
only by the heat treatment of perma- 
nent waving. They should be sold and 
used with this clearly in mind. 





The base should be well soaked 
cold with 
stirring to keep it smooth, pref- 
erably allowed to soak 
night, and finally strained 
through a cloth. 

Karaya gum seems to be the 
most popular and effective of 
the sources mentioned above, as it is relatively 
makes a solution, 


Hair grow- 
water. occasional 
This can be done 


over 


less ex- 
pensive than the others, clearer and 
causes less flakiness on the hair. A typical recipe, which 
served its purpose admirably in a series of tests is as 


follows: 


Karaya Gum 3 
Alcohol a 
Sodium Benzoate l 
Perfume (optional) 1 
Distilled water to 100 


The possible variants on such a recipe are many. The 
most common changes are in the addition of glycerine, 
alkalies, or sulfonated oils, a higher percentage of al- 
cohol, and a different type of preservative. The advan- 
tages and disadvantages of each may be summarized 
follows: 

a) Glycerine (from 3-10% has been suggested) seems 
to add nothing to the merits of the product. It may cause 
it to be sticky, and because of its well-known property 
of absorbing moisture, it may cause the hair to look dank 
and stringy, and attract soil relatively more quickly. 

b) Alkalies (borax, or sodium, potassium, or ammon- 
ium carbonate, all the way from 0.5-10%) are alleged 
to be an advantage because they soften the hair and make 
it more pliable. Because of the constant combing to which 
hair is subjected during the finger-waving process, the use 
of alkalies may stretch the hair unduly—a decided disad- 
vantage to a good permanent wave. 

c) Sulfonated oils (castor or olive oil, 1-5%), because 
of their too-detergent action, cause the hair to become dry, 
wiry, and unmanageable, and soon lose the wave. 








d) Alcohol, in high percentages, hastens the drying of 
the hair after it is set, but it also has a drying effect on 
the hair. 
sensation of cold, caused by the relatively rapid evapora- 


The mucilage is unpleasantly slimy, and the 


tion of the alcohol is even more unpleasant to the scalp. 
\ telltale characteristic of waving fluids containing sul- 
fonated oil or alcohol is that the hair springs out of place 
as soon as it is combed out, and tends to straighten out 
in a shorter time. The substitution of isopropyl alcohol 
for ethyl aleohol may be objectionable unless the former 
is quite odorless. 

e) Preservatives are important, unless the product is 
to be made up in small quantities for immediate use. 
Formaldehyde and the esters of para-hydroxybenzoic acid 
are used instead of sodium benzoate. The para-hydroxy 
esters are available under a number of proprietary names. 
and seem to enjoy wide accept- 
ance. Doubts 
pressed as to the efficacy of these 


have been ex- 


compounds. In my own obser- 
and experience, | 
that the benzoate 


equally 


vation have 
sodium 


sal isfactory 


found 
has 
results. 


given 


Effects to Be Expected 


Disappointment in the use of 
these waving fluids usually comes 
from lack of understanding of 
their properties and the effects to 
be expected from them. 
eral, they bring out the best ef- 
naturally 
manently waved hair. According 
to its nature, hair is_ straight, 
wavy, or curly as a result of for- 
mation within the hair follicles. 
With the exception of the rather 
drastic which it is 
subjected during permanent wav- 
ing, there is no means of chang- 
ing the form of the hair. When 
women wore their hair long, the 
weight of it kept many of them 
from suspecting any tendency to 
when the hair is 
bobbed, this extra weight is re- 
moved and frequently a nice soft, natural has 
coaxed apparently straight hair. A _ setting 
Huid need not be very concentrated to produce this 
effect; hence we see claims for a “magic fluid” which 
is “guaranteed to put a natural wave into perfectly straight 
hair.” 


In gen- 


fects on wavy or per- 


treatment to 


\ Le 


The increase in the consumption of waving fluids is 


directly 
waving. 


waviness, but 
wave 


been into 


When Permanent Waving is Required 


It cannot be done—that’s all! If the tendency is there, 
a waviness can be brought out more or less readily, but 
hair growing from straight follicles can be made wavy 
only by the heat treatment of permanent waving. Either 
ignorant of this, or not satisfied with legitimate claims, 
many hairdressers still continue to use waving fluids on 
many heads of hair that is “so straight you can’t bend it.” 
The problem here becomes one of artistic sense and good 
judgment. In my opinion, if hair is so straight that it 
requires a waving fluid of the consistency of wall-paper 
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traceable to the 
Photo courtesy Charles of the Ritz. 


paste to plaster it into waves, that hair should not be 
finger-waved at all. And of this, more anon. 

The principal complaints against waving fluids are; 
(1) that the wave does not hold, and (2) that they cause 
dandruff. The first is partly explainable by the nature 
of the hair, and by the consistency of the fluid used. A 
good permanent wave, or naturally wavy hair, should not 
require a heavy fluid, but the ordinary daily dressing of 
ihe coiffure causes any fluid to wear off the hair, thus 
allowing it to revert to its original straighter or kinkier 
form. As it wears off, the tiny particles of dried fluid 
drop off onto the scalp or lie free in the hair, thus 
causing the formation of what the person thinks is dan. 
druff. A good light brushing and combing every day, 
will usually keep the hair free of any accumulation of this 
dusty deposit, and by the distribution of the natural oil, 

make the hair even easier to man- 
age and better in appearance. In 
the care of the scalp, it is impor- 
tant that every trace of an appli. 
cation of waving fluid be removed 
before a second application js 
made; that is, in rare cases where 
hair might be set more than once 
between shampoos. 


Consumer Education Needed 


A little sound consumer educa- 
tion would easily clear up the 
doubts difficulties that face 
both and patrons on 
this account. Because of the sus- 
picion that she has acquired dan- 
druff, many a good patron has 
been scared away from a beauty 
shop, and from finger waving; 
and too often in the past, the hair- 
dresser has had to lose her, just 
because he or she did not know 
either how to explain this appar- 
ent disadvantage or what to do 
about it. 

Another objection frequently 
heard is that the hair looks dull 
and stiff. Hair that is properly 
dressed out after a setting should 
not look especially stiff; and if, 
before it is dressed, it is sprayed with a light brilliantine, 
most hair does not look dull. Of course, any patron who 
insists on leaving a beauty shop with her hair still plas- 
tered down like corrugations in concrete or marble (like 
the busts of the ancient Roman ladies) has only herself 
to blame. That job of hairdressing is only two-thirds 
done. 


and 


operators 


increase in permanent 


For greater convenience in shipping, storing, and pre- 
serving, the essential ingredients of waving fluids are pre- 
pared in dry form, with directions for compounding as 
required. Powdered karaya gum is most commonly used, 
with 2-5% of the chosen preservative. If color and per- 
fume are to be added, they should be dissolved in a little 
alcohol, sprayed over the powder, mixed well, and allowed 
to dry. Directions should carefully specify the amount 
of powder to be used for making up the solution; and 
this may be from 1-3%, depending on whether it is to be 

(Continued on page 70) 
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Plan NOW with retailers for May 


lr you want a strong finale on 
your spring promotions tune in now 
May. 
with the 


with the retailers’ needs for 


Week-end 


Decoration Day holiday which falls 


jaunts begin 
on Monday this year and gives the 
hard working public a swell long 
week-end. Get 
and druggists to 
kits for both 


in small sizes 


department stores 
feature travel 


men and women 


particularly and 
stress these the last two weeks 
May in your advertising and in other ways. 


Preparations to Feature 


Summer clothes are being bought 
at this 
tailers to display your bath pow- 
ders, 


toilet 


time of year so urge re- 


deodorants, eau de colognes, 


waters and liquid pow- 


ders along with summer lingerie 
sports clothes and related items. A 
folder sent out to a select list of the 
retailers’ customers would say to the 
consumer that she “complement her 
new summer wardrobe with summery 
odors, and comfort-bringing prepa- 
rations.” 

Begin featuring suntan preven- 
tives and encouragers with the idea 
that “if 
right you can keep your body satin smooth, even in color, 


&c., etc., 


you start your summer 


all summer through,” with instructions for sun- 
tanning a little each day until the body grows accustomed 
to it and before the sun’s rays have reached their maxi- 
mum burning powder. 


More Baths Taken in Warm Weather 


take 
warm weather than in winter so lay emphasis on the bet- 
Women 
this summer will be more body conscious than ever; 
the 


showed 


Remember that people actually more baths in 
ter quality soaps, and other bathing products. 
even 
winter, conscious- 


during body 


ness signs of dominating 
their beauty schedules. 

Since April, May and June are the 
big permanent wave months this is a 
good time to feature preparations for 


Pom- 


grooming lotions and 


caring for the hair after a wave. 
ades, tonics, 
liquids, things to keep it glossy, pre- 
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vent the ends from splitting, etc. 


Promoting Body Preparations Vi 


If you have several body prep- 


ee 
A 


arations plan a promotion which 


includes counter cards number- 
ing and naming each step in body 
care and for 
dry skin, 
medium woman and stout wo- 


Also make this schedule 


into a little leaflet to be tucked into each package of your 


each type of body, 


oily skin, thin woman, 


man. 


body products the retailer sells. Cultivate this fast grow- 


ing market by clearly educating customers to the products 


essential for complete body care. 


Additional Make Up Business 


Plan a promotion if you want 


additional makeup business by dis- 


playing cards with the clothes col- 


ors the stores are featuring in 


ready to wear and on each card 


fasten the cases of makeup items 


and daubs of the colors’ which 
will best interpret the clothes of that 
ensemble. Name colors and prices 
and make it very easy for women to 
ask for them at the 


certain key stores name the makeup 


counter. In 


ensembles the same as the store has 
named the clothes ensembles in its 
ready to wear department and put them all in a small sim- 
ple box, inexpensive but convenient. This way women will 
be more likely to buy the entire package than to pick 
around and select only one or two of the items. 

Perfumes can also be tied on this type of promo- 
lion particularly if the store takes the lead and coordi- 
etc., all by differ- 


ent manufacturers to certain key costumes. 


nates makeups, perfumes, nail enamels, 


Metropolitan stores should lay greater emphasis on 


city street wear and therefore upon makeup suitable 


for it. The tendency is to spotlight sports and resort 


wear and evening clothes while 


almost entirely neglecting 


They 


business 


city 
clothes. 
that 
men spend all but two weeks 
of the summer trotting back 
forth to the office’ but 


like new clothes and cosmetics 


street seem to 


forget most wo- 


and 


kill the tedium of a summer 
in town. 





Known Oils in- the 
Perfumes 


They Are 


Little 
Grade 


How Produced and 


by hk. BOURNOT* 


Ir the aromatic plants are arranged 
according to their botanical origin, 
chemical properties, and the type of 
odor which their essential oils yield, 
related plants will be found in many 
cases to contain similar oils. 

However, no definite rule can be 
made here, for the variety of scents 
produced by the plants, their chemi- 
cal composition, and the dependence 
of the formation of separate odors on 
all sorts of external circumstances 
are far too great. 


Different Oils from 
Closely Related Species 


Take, for example. 
which 
related sper ies produce en- 


the genus Eucalyptus, in 
closely 
tirely different oils, such as globu- 
cineol abounds: 
chief 
is piperiton; phellandra oil, which 


mainly 


lus oil in which 


dives oil, whose constituent 


consists 


of phellandrene 


and citriodiora oil in which citro- 


nellal is found. There are forms 


of Eucalyptus micrantha among 
which there is little morphologi al 


difference, but whose leaves contain 


Research Staff, Schimmel & Co. 


Manutacture of 
and as a Flavoring 


High 
Avent. 


Properties. 


dat 


* 


. 
» 


Their 


. 
P 
. 
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a number of distinctly different oils. 
Various fragrant constituents can be 
formed in separate parts of the same 
plant. Sassafras officinale Nees, 
which is obtained from the root of 
the sassafrass tree, contains among 
other things safrol, camphor and 
eugenol, substances which are ab- 
sent in the oil of the leaves, whereas 
myrcene, citral, linalol and geraniol 
are found only in the leaves of this 
tree. Camphor is found in oil ob- 
tained from the root of the Ceylon 
tree, Cinnamomum cey- 


lanicum Nees: 


cinnamon 
oil from its leaves is 
rich in eugenol, and cinnamic alde- 
hyde predominates in the oil of the 
bark. Oils with a high camphor con- 
tent, as well as those containing none, 
have been obtained from the labiate 
Ocimum canum Sims, which grows 
in East Africa and other tropical 
been cul- 
Russia for its 


regions, and has recently 
tivated in southern 


camphor. 
Similar in Smell 
Yet Different Oils 


Many other 
ples of such phenomena could easily 


exam- 


be given. Consequently it is not sur- 


prising that two such closely related 


aA 


Angelica Blossom 


plants as angelica, Angelica Archan- 
gelica L. and lovage, Levisticum oj- 
ficinale Koch, which are similar in 
smell, should produce oils of differ- 
ent composition. Oil of angelica root 
as well as that of the seeds has as its 
main constituents d-phellandrene, 
while that of lovage oil is d-a-terpine- 
ol. Further, other terpenes have been 
found in angelica root oil, among 
them probably methyl 
ethyl acetic acid, pentadecanal-is- 
acid-(1), a y-lactone C,,H,,O, iden- 
tical with osthol, which occurs in the 


%-pinene, 


root of the masterwort /mperatoria 

ostrutium L., and also other lactones. 

them furo-2’,3’ 
(Angelicin). 


among :7,8-cumarin 


C,,H,O 


the parent substance of a number of 


Angelicin is 


other natural furo-cumarins, such as 
iso-bergaptene and pimpinelline. 
The most important result of the 
research undertaken with angelica 
made by M. 


Kerschbaum that pentadecanal acid 


root is the discovery 


of angelica oil is converted into a 
musk-like lactone with sixteen links 
in its chain, and that the peculiar. 
aromatic, somewhat musky smell of 
the oil is conditioned by the presence 
of this lactone and perhaps by other 
lactones with more than twelve links 
in their chains. 
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It might also be mentioned that 
Kerschbaum isolated the 17-linked 
lactone of Hexadecen-7-ol-16-Acid- 
(1), known as Ambretolid, C,,H,,.0,, 
in an impure form from musk seed 
oil, and that a patented process for 
obtaining musk-odored lactones with 
more than 12 rings from halogen 
fatty acids is based upon this work. 
Under another method such lactones 
may also be prepared by the oxida- 
tion of cyclic ketones with 13 to 17 
links in their chains. (See Formula. ) 


Angelica Oil 
Odor Principle 


It is only recently 
that the substances which give to 
angelica oil its characteristic odor, 
and restrict, at least in part, its high 


value, have been definitely recognized 
These and 
perhaps other constituents essential 


to be certain lactones. 


to smell and aroma, but only present 
in small quantities, have however not 
yet been successfully isolated and di- 
rectly identified. This is another ex- 
ample of the difficulties that must be 
overcome and the length of time that 
must necessarily pass before all the 
elements which give an oil its smell 
Phellandrene, which 
is quantitatively the chief constituent 
and is well known, cannot be counted 
important 


can be known. 


as an odoriferous sub- 


stance, 


Odor Principle 
of Lovage Oil 


The chemical com- 
position of oil of lovage is not so well 
known. On the basis of an examina- 
tion of this oil conducted many years 
ago by Schimmel & Co., it is known 
that the main fraction contains a por- 
tion that consists of d-z-terpineol. 
There is also present a fraction of the 
composition of a terpene that is not 
further described, which distills over 
at 176 It is supposed that the re- 
semblance in odor of lovage oil to 
that of angelica is caused by similar 
highly odoriferous substances which 
are present in both oils in small 
quantities. 

Here is an example of the fact, 
mentioned above, that closely related 
plants contain oils, similar in odor. 
which differ, however, in their com- 
position and constants. It is com- 
mon to both oils that they yield a 
better product when distilled from 
fresh roots than when they have been 
prepared from old or dried ones. 
Further, both oils have the peculiar- 


cH cu 


ity of becoming darker, resinous, and 
of changing their optical rotation 
when kept in storage. An angelica 
root oil distilled by Schimmel & Co. 
that at first had an optical rotation 
of over +27°, had, after six years, a 
rotation of over +8°. Similar obser- 
vations, such as that originally weak 
dextrorotary distillates changed in the 
course of time to weak levorotary 
ones, were made by the same labora- 
tory on oil of lovage. The constitu- 
ents concerned in this reaction have 
not yet been determined with cer- 
tainty, but it is thought that phellan- 
drene is the cause in the case of an- 
gelica oil. 


Oil Distilled from 
Fresh Roots 


These experiences 
have given rise to the practice of 
distilling the oils from fresh roots. 
At present it is almost exclusively 
the Thuringian harvest that is used 
in the distillation of angelica oil 
Germany. The areas cultivated with 
angelica and lovage vary greatly 
over the years with the prices paid 
for the roots. For example, the 
cultivation of two-year-old angelica 
in 1925 in Thuringia embraced 25 
to 30 hectares and yielded a harvest 
of about 175,000 kg. of fresh roots. 
In 1886, 150,000 kg., in 1912 
60,000 kg. and in 1929 60,000- 
80,000 kg. were harvested. Because 
of the variations in size of the areas 
under cultivation, and also because 
of frequent crop failures and 
droughts it is sometimes difficult to 
secure fresh, pure material for distil- 
lation, and good oils have become 
scarce. Yet, except for Thuringia and 
the mountains of Saxony which sup- 
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ply the so-called “Zopfware” there 
are only a few regions (Silesia, the 
Harz, where 
angelica and lovage are cultivated, 


Franconia, Moravia) 
and even there only to a small ex- 
tent. 


Angelica Cultivated in 
France and Italy 


There is extensive 
cultivation of angelica in France at 
Clermont-Ferrand in the department 
of Puy-de-Dome, but the plants are 
grown principally for their stems, 
which are boiled with sugar to make 
popular confections. In other sec- 
tions the roots are worked directly 
into liqueurs. One of the best and 
most widely known of these liqueurs 
is Chartreuse, which was originally 
made by the Karthaus monks in 
Grande-Chartreuse near Grenoble, 
but since their expulsion from France 
in the beginning of this century, 
they made it in Tarragona, where 
they raised lovage as well as other 
aromatic plants for this 
The monks were later forced to give 


purpose. 


up this manufacture in Spain by the 
law forbidding religious associations 
to take part in trade and industry. For 
this reason they left Spain some years 
ago and emigrated again to France 
and also to Italy. Angelica is some- 
times raised, although more rarely 
than lovage, in farmers’ gardens, es- 
pecially in the mountain villages of 
Germany, whereas lovage, which was 
raised about the year 800 in the im- 
perial gardens of Charlemagne and 
in the cloister gardens of St. Gall, is 
one of the plants the cultivation of 
which has been maintained up to the 
present time in gardens. 
Lovage roots are used even today in 


country 


home remedies as a diuretic, stomach- 
ic, stimulant, etc. 
is used in southern Europe as a spice 


The entire plant 


for pickling, and is also an import- 
ant ingredient in table sauces and 
condiments. 


Uses for Angelica 
and Lovage Oils 


The essential oils 
obtained from the tops of lovage and 
angelica differ little in smell from 
the oils found in the roots. The 
leaves are of little importance, how- 
ever, because the yield is so small. 
Oils obtained from the roots are a 
different matter, and are much in de- 
mand, being put to many and varied 
uses. Both angelica and lovage oil 
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are used in medicine, and by the 
liquor, seasoning and candy indus- 
tries. These oils, and especially an- 
gelica, are useful in the manufac- 
ture of high grade perfumes. An- 


gelica seed oil is sometimes pre- 
ferred by this industry for special 
purposes, but this oil is of minor im- 
portance when compared with the oil 
obtained from the roots. 


Gustomers Pay tor Demonstrations 


Why a Nominal Charge is Made for Facials In- 
tended to Acquaint the Customer With the Line 


LT ITE frequently people, and par- 
ticularly 
something for nothing, and so Dag- 
gett & Ramsdell have inaugurated a 
new policy in their attractive salon 
at 30 Rockefeller Plaza, Radio City, 
New York. In the past, women re- 
ceived a complimentary ticket at the 
toilet goods counter in the depart- 
ment store for a free make-up dem- 
onstration at the salon. Although no 
high pressure salesmanship was used 
to make the women buy D. & R. 
preparations, the company felt that 


women, are suspicious of 


these women might reasonably hesi- 
tate to visit the salon in order not 
to put themselves under obligation to 
the company. 

For this reason a nominal charge 
is now made for the demonstration. 


which also includes an invigorating 
facial treatment and complete make- 
up. All D. & R. preparations are 
used, and as the operator gives the 
treatment, she carefully explains the 
properties of each item and how they 
may be used to the best advantage 
in the home. The facial includes a 
thorough cleansing, skin tonic and 
face massage, and then an _ individ- 
ualized make-up with carefully se- 
lected shades of cosmetics. 

Although a small stock is carried 
in the salon, the company does not 
urge the sale of its products there. 
preferring that the customer merely 
become acquainted with the items in 
the salon and then go to the depart- 
ment or drug store to do her pur- 
chasing. 


Daggett & Ramsdell are featuring a special combination offer this month of their 
“Golden” cleansing cream and their “Perfect” tissue cream for the price of one. 


Both jars are the regular size packages enclosed in a paper carton, one side gold 
and black, and the other silver and black. 
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by MAISON G. DE NAVARRE 
@ ANTI OXIDANTS The Ameri- 


can Perfumer has just released an- 
other of a series of Bulletins. The 
latest one is on “Anti-Oxidants.” <A 
description of anti-oxidant activity, 
natural anti-oxidants, charts showing 
names of successful anti-oxidants for 
special oils and fats, and for certain 
perfumes. Practical tests from the 
author’s laboratory, together with a 
list of trade named anti-oxidants, 
source of supply, and prices on the 
same. The Bulletin is FREE to sub- 
scribers for the asking. Just send a 
request on your letterhead to the 
American Perfumer. 


@ PARTICLE SIZE Manufactur- 
ers of face powder often wonder just 
what percentage of their face pow- 
der particles are of say 5 micron or 
20 microns in size as well as the 
percentage of larger particles meas- 
ured in microns. A job of sifting 
into these divisions would really be 
a time consuming one, even if pos- 
sible. But now it has been simpli- 
fied a great deal. Place the powder 
in a machine, let it work for a few 
minutes. Take off the collecting tubes 
at the base of the instrument, and 
you find exactly what percentage of 
your powder has specific particle 
size. Easy isn’t it? Four size ranges 
can be estimated at one time. 


® BROMO ACID The writer was 
recently reminded of a condition that 
all users of bromo acid have known 
about for some time. Why are there 
different kinds of Bromo Acid? Why 
don’t the makers agree on a certain 
definite composition? Why must the 
consumer of the material play around 
until he finds one that “seems to 
work”? Other dyes are distinctly 
specific compounds. While the manu- 
facture of bromo acid may be no pic- 
nic, neither is the making of other 
dyes. Why not get a little agree- 
ment, so that if you buy bromo acid 
from any supplier, you can expect 
the same material, regardless of sup- 
plier. Imagine what a treat it would 
be if you bought vanillin for exam- 
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ple, and one time it would be 4- 
hydroxy-3-methoxybenzaldehyde, and 
the next supplier would offer vanil- 
lin that was 4-methoxy-3-hydroxy- 
benzaldehyde? Just about that con- 
dition exists in the case of bromo 
acid, 


@ WAX NAIL POLISH The writ- 
ers laboratory has experimented with 
a wax nail enamel polish, to com- 
pletely supplant the cellulose type 
of nail enamel. At the present state 
of the experiments, highly gratifying 
results have been obtained. Emul- 
sions of hard and high polish wax 
are made in the usual manner, and 
these are applied to the finger nail. 
Any shade desired can be so ob- 
tained. Experiments continue. Spe- 
cial emulsifiers and waxes are being 
used and investigated. 


@ CLEANSING PADS Many have 
requested a formula for a solution 
that can be used to saturate the felt 
pads now in vogue as facial cleans- 
ing pads. One supplier of a special 
emulsifier offers a formula that 
sounds interesting. Boil together 
1.3% of SPECIAL EMULSIFIER, 0.3% 
triethanolamine, 1.6% of glycerine 
or substitute and 83.8% of water. 
Stir until temperature has dropped 
to 140° F. Separately bring a mix- 
ture of 0.6% oleic acid, 2.0% min- 
eral oil and 0.2% cetyl alcohol to 
just 140° F. Add the second mix- 
ture to the first with constant. stir- 
ring, and keep mixing until cool. 
When cool, add 0.2% perfume dis- 
solved in 10% alcohol. The cleans- 
ing pad will absorb about 1 ce per 
pad, meaning that one ounce will 
soak about 25 to 30 pads. 


@ DEODORANT CREAMS Two na- 
tional institutions are giving seals of 
approval to deodorant creams that 
are harmless to fabrics. One is the 
National Association of Dyers & 
Cleaners, who have given their seal 
of approval to the product called 
“Arrid,” and the other is the Amer- 
ican Institute of Laundering who 
have given a Textile Seal of Approv- 


al to “Mum.” Since deodorants have 
as a group been blamed for many 
damages to clothes, it is a wise move 
to obtain such a seal for a deodor- 
ant product. The seal certifies only 
that the product does not harm fab- 
rics. Nothing more. 


@ WATER AND RUST SCALES 
Equipment used in cosmetic manu- 
facture is oftentimes water heated or 
steam heated. In either case, rust 
and water scales form quickly. Re- 
moval of the scale is a job that is a 
Jos. A special cleaner has been de- 
veloped that removes the scale quick- 
ly and easily from any metal surface. 
Write the American Perjumer for the 
supplier’s name. 


@ MORPHOLINE Another new 
amine derivative, having properties 
of an ether, an amine, a cyclic com- 
pound, with the volatility of water. 
Used like triethanolamine, except 
that its solutions evaporate leaving 
no residue. Especially useful in 
making emulsions whose stability is 
perfect until used, when both the al- 
kali and water leave the skin after 
application of the cream or emulsion. 
That has been the boner with other 
alkalies. The alkali action continues 
after the application to the skin. 
Morpholine evaporates, and the re- 
sulting product on the skin is not 
alkaline. Morpholine has a slight 
ammoniacal odor, is water white, and 
boils at 128.3° C. 


@ SUN-TAN 1958 For several 
years this column has been saying 
that the ultimate sun-tan preventing 
product would be a quick drying al- 
coholic lotion. It would not be 
greasy, messy to put on, nor would 
it be sticky. That is what we still 
claim for the coming year’s business. 
Only this time we do believe that 
someone else besides ourselves thinks 
it so. Formulate a product with a 
screen soluble in about 75% alcohol, 
to which you can add a flexible film 
producer, perfume and color. That 
is all. 
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Tue approach of Easter offers manufacturers of toilet 
preparations unlimited opportunities for attractive gift 
packages. Of course the public must be made gift- 
minded, but if the packages have that “buy me” appeal, 
and are truly symbolic of the holiday season, satisfac- 
tory sales will be assured. 


Many packages have already been released, and we 
are pleased to illustrate on this page a few which we 
believe are particularly attractive. Colored aluminum 
Easter eggs are featured by D’Orsay in a smart white 
and gold carton. The eggs are stamped with the com- 
pany crest, and a dram bottle of perfume is enclosed 
in each one. 


P ARFUMS CHARBERT commemorates the holiday sea- 
son with a charming little orchid wicker basket stuffed 
with cellophane straw, in which is enclosed two dram 
bottles of perfume. A huge orchid and yellow satin 
bow adorns the cover, and a yellow ribbon around the 
basket holds the bottles in place. 


From Maison Jeurelle come these realistic flower 
pots in which bath salts are packaged. The flowers 
blooming in the white pottery containers identify the 
scent and color of the bath salts, and there are five 
varieties to choose from. A tag prominently displayed 
tells the type of flower combination. Certainly an ef- 
fective Easter package. 


Parr MS CHEVALIER GARDE, with its Russian 
background, is featuring a Russian Easter cake inspired 
by an old Russian tradition of offering cakes for Easter. 
The pyramid carton is colorfully decorated and has a 
drop front with an artificial flower bud at the peak. In- 
side the “cake” is concealed a bottle of the company’s 
perfume, available in three odors. 








MUST DEPOSIT ALL TRADE MARKS 


ALL TRADE MARKS used in interstate commerce must 
be deposited in the Patent Office according to Section 
30 of the Lanham Federal Trade Mark Registration Bill, 
H. R. 9041 now in the hands of the House Committee 
on Patents. The section contains this mandatory provi- 
sion: “It shall be unlawful to use any trade mark in 
commerce unless and until it has been deposited.” The 
trade mark may be registered. 

The fee for the deposit is $2; for registration $15. 
Registration is to be for 20 years with the privilege of 
Sections of the bill 
relate to extension of marks permitted to be registered, 


renewal for another 20 years. 


such as descriptive and geographical marks and _ per- 
sonal names which have become distinctively identified 
with the applicant’s goods. Union and association labels 
and state and municipality marks are made registrable. 

It is also provided that any trade mark deposited will 
be marked as abandoned or cancelled at the end of five 
years after deposit unless the depositor files in the 
Patent Office an affidavit to the effect that the trade mark 
is still in use. Any one damaged by the registration 
of a trade mark may file in the Patent Office a verified 
notice of opposition any time up to five years after the 
registration date. At the end of this period the regis- 
trant’s exclusive right to the trade mark will be incon- 
testable. An equity action for cancellation may be taken 
in any federal court. 

Provisions have been made for assembling all trade 
marks for search purposes and there is also a provision 
making it a criminal offense to deliver for introduction 
or to receive in commerce any counterfeit of any regis- 
tered trade mark or to transport such in commerce. Fo 
knowingly doing so a fine of $1000 or six months im- 
prisonment or both is provided as a penalty. By “coun- 
terfeit” is meant not only an absolute copy of the reg- 
istered trade mark but any deception thereof for a dis- 
honest purpose. Those who knowingly assist in the in- 
troduction or transportation of a counterfeit trade mark 


are equally liable with the counterfeiter. Causes of ac- 
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tion such as for an injunction, an accounting for profits, 


infringement, etc., may be united. 

The bill is intended to amend the existing Federal 
Trade Mark Act to bring it up to date and at the 
same time regulate the use and registration of trade 
marks used in interstate commerce. The bill will mod- 
ernize the present law and at the same time link statu- 
tory marks with unfair competition and considerably 


Thoughtful 


men in the industry favor the passage of the bill. Con- 


broaden the scope of registerable marks. 


gress should assume jurisdiction over trade marks used 
Undoubtedly it is felt quite 
generally that the trade mark bills being introduced in 


in interstate commerce. 


the various state legislatures, all of which require an- 
nual fees for the registration of the trade marks, are 
intended primarily for revenue purposes, rather than for 
the protection of the interests of manufacturers. 

This bill will forstall the move to set up state regis- 
tration and control over trade marks, and it contains 
many practical and effective provisions for the protection 
of all owners of trade marks. It deserves their careful 
study and support. 


WRITE TO THE SECRETARY 
WHAT IS WRONG with your business? What is 


Is business itself at 
What should be 
done by the government or by business to remedy the 
faults? 

Hon. Daniel C. Roper, Secretary of Commerce, Wash- 


wrong with business in general? 
fault? Is the government at fault? 


ington, D. C., invites business men to write to him on 
any of the foregoing subjects. The reason for this in- 
vitation is stated to be that the government has not suf- 
ficiently understood the business mind and the Depart- 
ment of Commerce is sincerely trying to create practical 
machinery for real cooperation. If you write there is no 
guarantee that your views will carry influence; but at the 
same time an opening is offered which may be produc- 
tive of much good, particularly if the invitation is ac- 


cepted by responsible business men. 








Build EYE APPEAL 
Into the 10c Package 


The Race Between National and 
Unknown Brands: National adver- 
tising speeds up the sale of a prod- 
uct but is not alone responsible for 
selling it on the chain store counter. 
Eye appeal is the first spark of the 
sale and repeat business follows if 
the preparation gives satisfaction. 
The advertised brand must measure 
up in every way to the product and 
package of the unadvertised brand; 
also, the unknown brand must equal 
if not excel the quality and appear- 
ance of the advertised product. While 
this is not true in every instance it 
is the basic theory on which to pro- 
ceed in packaging the 10c item. 


Is Your Chain Store Package a 
“Sample”?: Many companies with 
high consumer acceptance regard the 
ten cent counter as a doubly impor- 
tant element in their business. Min- 
iatures of their full size package act 
as a means of profitable promotion, 
increasing the public’s acquaintance 
with the product. Free samples have 
a way of being valued according to 
the price paid for them—zero! When 
offered for ten cents, they are unhes- 
itatingly bought and tested. This 
frequently leads to a repurchase of 
the larger size. It also makes pos- 
sible the sale of the product to great 
masses of people who just can’t af- 
ford a whole dollar, say, for a box 
of face powder but who snake out 
thin dimes here and there for the ten 
Notice that the majority 
of face powders on the dime counter 


cent size. 


are national brands. 

It is equally true that other manu- 
facturers hold the opposite point of 
view, fearing that the ten cent busi- 
deplete their regular 
business, apprehensive of the reac- 
tion it would bring from retailers 


ness would 


* Cosmetic Consultant and Package De- 
signer. 


by RUTH HOOPER LARISSON® 


operating by other theories of mer- 
Each company and 
product must make the decision from 
their own situation and point of 
But since both theories are 


chandising. 


view. 
successful in enough cases to make 
the thoughtful manufacturer consid- 
er the matter carefully, it is not well 
to dismiss it simply because you 
have never tried it or have always 
been prejudiced against it. 


Are Cartons on the Increase?: 
The packages selected to illustrate 
last month’s story showed seven out 
of 21 products in cartons. The per- 
centage does not happen to be so 
high in this month’s selection but we 
are inclined to think more cartons 
are being used today than a few 
They give a good first 
impression, protect the product, stack 
well, and make it possible to place 
enclosures of one kind or another in 


years ago. 


the package, adding to the sales mes- 
sage. The new development of car- 
ton board in tints eliminates the cost 
of the over-all color and by using 
only one color in printing a very de- 
lightful and attention-getting effect 
can be achieved. A coat of varnish 
or lacquer adds brilliance and pro- 
tection. A word against cartons 
which are too large for the inner 
package. It’s a senseless deception, 
leaving the customer dissatisfied be- 
cause the jar, bottle or tube is rela- 
tively smaller than she has been led 
Cartons that fit snugly 
are decidedly better consumer psy- 
chology and protect the inner pack- 
age more thoroughly. 


to believe. 


Shipping from Factory to Store: 
A good many manufacturers try to 
cut unwise corners in planning their 
shipping units for some of the chain 
stores. Find out from the buyer what 
size single units will serve most ef- 
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A Small Handful of Stock Containers and a Few Suggestions for Packaging Them 


ficiently. Generaly a dozen individ- 
ual packages to the unit is best. This 
unit (no matter how many of the 
dozen size cartons are shipped in a 
larger container) can be easily stored 
in the stock bin cartons, carried by 
clerk to the counter, placed in the be- 
hind-the-counter-stock compartment. 
Otherwise clerks must dig out the 
dozen or so which are wanted, re- 
place the large carton; put the dozen 
into a basket where they toss about 
with other things which can easily 
marr their appearance and deplete 
their freshness. The store loses time 
and efficiency and your product 
loses some of its valuable eye ap- 
peal. 


See What’s New in the Stock Con- 
tainer Market: The wide diversity 
of stock containers and closures in a 
variety of sizes on the market to- 
day should curb the manufacturer 
from uselessly indulging in private 
moulds. Since most private mould 
containers have nothing about them 
which can actually be protected 

at least they can be so easily copied 


that protection is worthless, it is wise 
to make the rule of using stock con- 
tainers unless you have a design that 
cannot only be patented or copy- 
righted but which cannot be easily 
pirated without some certainty of 
protection. 


Containers that are Suitable for 
the Ten Cent Counter: Here are but 
a small handful of excellent stock 
containers and closures, together with 
a few suggestions for packaging 
them. 

1: Good for treatment products, 
astringents, oils, foundations. A tiny 
strip-around label would give it a 
“grown up” effect. 

2: Lovely for a ten cent perfume. 
Space for a diamond shaped label. 
Try one of the exotic off-color me- 
tallic papers for a gay label effect; 
match or contrast the plastic cap, or 
use a metal closure. 

3: Handle No. 1 this way for a 
perfume. Use a metal embossed label. 

4, 5, 6, 7: This multiple plastic 
container offers untold possibilities. 
It comes usually with three vertical 


In the Sketches Below the Artist Shows Interesting Treatment of the Containers Shown in the Photograph 


cavities but single cavities could be 
sold in addition and consumers will 
find plenty of uses for each size ad- 
dition, sold singly or in groups. Cot- 
ton can be impregnated with liquids 
and perfumes and stuffed into the 
Try filling this overnight 
kit with your own products. 

8: Pack the eye cup and bottle 
No. 9 in a square, round or oval 
transparent box, use an eye motif on 


cavities. 


the labels, directions for adding wa- 
ter to a concentrated eye wash. (At 
present we have no concentrated wash 
on the market.) It takes less space 
for traveling, ete. 

9: Ideal for nail polish, sturdy 
and attractive. 

10: Gives the impression of being 
much larger than it really is without 
any attempt at deception. Good for 
any liquid nail preparations, also as- 
tringent, muscle oil, eau de cologne 
or other products suitable to a small 
bottle. 

11: The mould for this flint jar 
has no neck but one could easily be 
added. The knurling leaves just room 
for a narrow stripe-around label. 





* 


re 


ne ee 
: : os 


a 


Opportunities for Utilizing Stock Containers Readily Suggest Themselves. 


Very handsome. Good for creams, 
pomades or powders. 

12: Square and compact with 
good opening for such products as 
semi-liquids or runny creams and lo- 
tions. 

13: Generously proportioned two 
ounce jar. Away from the usual. A 
large cap adds to its eye appeal. Not 
easy to label. Try decalk or a sprayed 
label on the cover. 

14: A business like little bottle, 
good for shampoo, skin tonic, or eau 
de cologne. 

15: Delightful six-sided jar. Ex- 
cellent for a cream-powder founda- 
tion product or other makeup pom- 
ades or creams. Use metal or plas- 
tic cap. Has lots of style. 

16: A blue bottle with a brilliant 
yellow plastic cap although stock 
mould calls for a smaller closure. 
Particularly suitable for a truly new 
product such as a “hormone oil,” etc. 

17: The same bottle with a ball 
cap and the face label placed very 
low. 

18: A large size of No. 14. Good 
for hand lotion, after-shave lotion or 
toilet water. 

19: A round can with any type 


Many Possibilities for Distinctive Finishes are Afforded by Plastic 


in 


opening, slip or swivel cap. Try 
decorating with circles of a single 
color, ranging from dark of the shade 
at the bottom to very light at the top. 
or use one color only and the tin for 
contrasting color. Convenient shape 
for any of the powder or talcum type 
products. Also for powdered face 
packs or meals. 

20: A pleasant feeling about this 
bottle. 
Good for shampoo or hand lotion if 


Label carries out the curves. 


you want to give a generous quan- 
tity. 

21: A large blue bottle; oval, alu- 
minum screw measuring cap. Label 
smartly for bath salts, each capful 
enough for the bath. Also good for 
measuring a concentrated gargle or 
Price at 20c. 

22: An oval tin can, especially 


antiseptic. 


good for a deodorant powder. Use 
petal design coming up from base, 
expressing flowerlike dainty quality. 

23: This flint bottle with handle 
should find its way to the beaches 
for a suntan oil. Use a tag label 
tied to the handle. Cork the bottle 
with a plastic and cork cap and a 
celluous seal over all. Sell for 20c. 

24: Another interpretation of No. 


Some are Shown in the Sketches 


21. Label is small and vertical and 
measuring cap sprayed with enamel. 

25: Same round can as No. 19; 
lattice and flower decoration suitable 
for a very feminine package (why 


haven't feminine hygiene products 


shown up yet in the dime stores?) or 
good for a baby package. 

26: Lovely plastic powder com- 
pact comes in a great variety of col- 
ors such as muted pink cap and black 
base. A decalk label or incised trade 
mark could be used on cover. 

27: Tin powder or cream box fin- 
Lattice 
and flower design makes it a com- 


ished with a hemmed edge. 


panion product to the can above. Use 
for baby cream. Good for treatment 
products, creams, nourishing, cor- 
rective or protective, etc. 

28: Another variation. Rings of 
color; shades or same color would 
make it smart for a purse powder 
compact. 

The three little plastic cases (in 
photograph) for rouge or shadow 
suggest many possibilities of distinc- 
tive finishes. One shows the name in 
high relief, another with the name 
etched deeply and filled in with col- 
or. Other shapes and styles available. 


and Tin Containers 









Effect of Impurities on Soap 


Quality of Soap Adversely Affected by Very Small Quantities of 


Ferric Chloride or Oxide in Salt Used for Graining Out. 


Effect 


of Iron Rust, Dirt in Wood Rosin and Adulterants in Silicates. 


by 


Tue danger of purchasing off-grade caustic, rosin, salt 
and silicate is often not fully appreciated by the soap 
maker anxious to reduce manufacturing costs to a low 
level. Even small quantities of impurities, such as ferric 
oxide or chloride, in salt used for graining-out can affect 
the quality of the finished soap. 
of spotting and discoloration, the presence of small quan- 
tities of iron in salt may induce undesirable rancidity 
changes in the soap, and even interfere with the aroma of 
essential oils used for perfuming. 


Apart from the danger 


When Salt is an Impurity 


In the case of caustic soda, salt is an objectionable im- 
purity. Before the war, caustic soda used in soap manu- 
facture was very much lower in available sodium oxide 
than it is today, and soap makers are no longer content 
lo accept a 60% Na O basis (approx. 77% actual sodium 
hydroxide) and now generally insist on a 76% Na O basis 
(approx. 98% actual sodium hydroxide). As long as the 
salt content is kept below 2% the salting out effect of the 
lye is reduced to a reasonably safe level. In the manu- 
facture of cold made soaps it is, however, necessary to see 
that the salt content of the lye is below the figure ac- 
cepted for ordinary boiled soaps. 


Rancidity through Catalytic Action 


The presence of even 1% salt in cold made soap is 
liable to render it somewhat brittle, although it tends to 
improve both the color, hardness and keeping qualities. 
The iron content of caustic soda should be less than 25 
parts per million, and this is commonly specified by 
manufacturers producing high grade soap. If iron is 
present in larger quantities there is a real danger of 
trouble through spotting. It is now definitely known that 
iron as well as copper promotes rancidity changes by 
catalytic action and by reducing the protective efficiency 
of anti-oxidants present in the fats. 


Contamination from Iron Rust 


Now that liquid caustic soda is delivered to the plant 
by tank-cars, instead of being shipped in solid, ground, 
powdered or flaked form, the chances of contamination 
due to the use of rusty storage or solution tanks are con- 
siderably reduced, but there is still a risk of iron contam- 
ination due to the employment of rusty pipe lines and 
bulk storage plant. One of the installations in corrosion- 
proof equipment in the industry is the nickel-clad steel 
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kettle, tanks and pure nickel coils and piping, and in spite 
of the high installation costs it should well re-pay the 
large scale manufacturers to invest in this equipment. 
The quality of wood rosin in soap manufacture is im- 
portant, especialy as off grade rosin contains objection- 
able impurities in the form of dirt and dark coloring mat- 
The characteristics that determine which grade of 
wood rosin is adaptable for the manufacture of soaps are 


ters. 


identical with the same characteristics on which the selec- 
Charac- 
teristics, such as saponification number, hardness, freedom 
from dirt and impurities, freedom from residual oils, 
odor, must all be taken into careful account. The follow- 
ing analysis is typical of a good soap wood rosin: 


tion of the proper grade of gum rosin is based. 


Melting Point 175.5 deg. F. 
Acid Number 163.4 deg. F. 
Unsaponifiables 73% 
Petroleum Ether Insoluble 0.15% 


Gasoline Insoluble 0.06% 
Color: Lovibond Scale 40 Amber 4.00 Red. 
Saponification Number 171.1 
Specific Rotation 12.0 

Ash 0.008 


The soap manufacturer has now at his disposal very 
pale grades of rosins, uniform in quality and free from 
all dirt and foreign matter. They are in every way suit- 
able for production of the finest soap. 

The most objectionable impurity present in salt is iron 
salt, either ferric oxide or chloride, and it is advisable al- 
ways to test the salt for iron. A simple and quick works 
test may be carried out by soaking a filter paper in brine, 
and whilst the paper is still moist, spotting it with 5% 
solution of potassium thiocyanate. Deep discolorations 
show at once the presence of iron in one form or another. 


Objectionable Adulterants 


Sodium silicate and other silicates used in the soap in- 
dustry often contain ferric chloride, alumina, calcium 
hydrate and sodium chloride, all of which are objection- 
able adulterants. The reasons why iron salts are danger- 
ous has been explained, and in the case of aluminum and 
calcium salts insoluble soaps are liable to be formed 
which affect the quality of the sodium soaps and also 
contaminate the kettle. Instead of haphazard specific 
gravity tests carried out by the foreman, the silicates used 
in soap production should be regularly analyzed and pur- 
chased on a guaranteed specification, this protects the 
soap manufacturer and insures uniform production. 
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Hungarian Essential Oils 


Dr. Ernest Guenther, Chief Research Chemist of Fritzsche Brothers, 


Inc., New York Discusses the Production of Oil of Clary Sage, Oil 


of Sweet Marjoram and Oil of Caraway and the Properties of Each. 


Oil of Sweet Marjoram 


Origanum Majorana L. 


® 

SWEET marjoram is grown by the 
peasants of Hungary in many locali- 
ties and usually on small lots. The 
main center of this industry is around 
the town of Kalocsa, about 120 km. 
south of Budapest. More than 20,000 
kilos of dried marjoram leaves were 
exported from Hungary during 1935. 

The seed is sown in hot-beds and 
toward the end of April the young 
plants are transplanted 25 cm. apart 
and in rows 30 cm. distant. Six to 
eight young plants are usually plant- 
ed in the same spot. Six to eight 
days after transplanting the field is 
hoed for the first time and this is 
repeated every three or four weeks. 

The first harvest takes place at the 
end of June, when the plants are cut 
one to two cm. above the ground. 
The second harvest is at the begin- 
ning of August and, if possible, a 
third at the end of September. 

The cut plant material is spread 
out in airy barns and dried so that 
the leaves will come off easily. Then 
the leaves are separated from the 
stalks by rubbing them on hand 
Sub- 
sequently, the leaves are fanned and 
finally shaken in wide meshed sacks 
to remove completely all the sand 
adhering to the leaves. One “Ka- 
taster Joch” (1.422 acres) yields 
about 300 to 400, seldom 500 kilos 
of cleaned leaves. 

For oil distillation, only the lower 
quality leaf material or the chaff is 
employed. Hungarian sweet marjo- 
ram yields about 0.53 to 1.93% of 
essential oil although large scale dis- 
tillation has shown yields of 0.9 to 
1.03% of oil. The first cutting gives 
the most oil. 

According to Janicsek*®, Hunga- 
rian oil of sweet marjoram ranges 


sieves of one to two cm. mesh. 


between the following limits: 


Specific Gravity at 
15° C: 

Optical Rotation: 

Refractive Index at 
20° C: 

Ester Number: 

Solubility: 


0.9099 to 0.9164 
+-13° 25’ to +-32° 24’ 


1.4653 to 1.4821 

30.94 to 60.07 

Soluble in 10 to 40 
volumes of 70% al- 
cohol. 


Oil of Caraway 


Carum Carvi L. 


WHuiLe caraway is produced main- 
ly in Holland **, very limited quan- 
tities, comparatively 
produced also in Hungary and other 
Central European countries. Cara- 
way grows wild in Hungary in local- 
ities of moist climate, especially in 
the western parts along the Austrian- 
Hungarian frontier. It 
large quantities in meadows and is 


speaking, are 


occurs in 


collected by the peasant population 
for use as a spice. 

After the World War, its cultiva- 
tion in Hungary was greatly in- 
creased until 200 to 350 hectares 
were planted yearly. Today only 
about 50 hectares are under cultiva- 
tion. Caraway can be grown in al- 
most every part of Hungary but best 
yields are obtained in moist and hu- 
mid climate and in calcareous, not 
too loose soil. It seems that the 
plant can withstand winter frosts 
without being damaged. 

Space does not permit our going 
into details of planting and cultiva- 
tion of caraway as carried out in 
Hungary. It may suffice to mention 
that Dutch seed is used for planting 
in Hungary. However, the seed 
grown in Hungary is smaller than 
the Dutch seed and the yield of 
oil, too, is inferior, the difference 
amounting to about one percent. Ac- 
cording to a private communication 
of Dr. Jules de Bittera, seed grown 
in Hungary from Dutch seed yield- 
ed, upon large scale distillation, 
from 3.3 to 4.63% of essential oil, 


while wild growing seed from West- 
ern Hungary, half the size of the 
Dutch seed, yielded from 5.04 to 
5.32% of essential oil. 

The same investigator cultivated 
wild caraway experimentally, hop. 
ing to obtain thereby seed of larger 
size and yet retaining the high con- 
tent of oil of the wild growing seed, 
The result was neither a decrease in 
the yield of oil nor an increase in the 
size of the seed. 

The various lots of Hungarian oil 
of caraway showed normal constants, 
The content of carvone of the oil 
from wild seed was 55.8%. 


Oil of Clary Sage 
Salvia Sclarea L. 


\ a previous survey‘*, the writer 
described the production of oil of 
clary sage in Southern France. A 
few years ago, Soviet Russia became 
a very important producer of this oil 
but it seems that lately the Russian 
oil has been withdrawn from the 
world market. Hungary so far has 
produced only very limited quanti- 
ties of this oil, the ground under cul- 
tivation comprising only a few hee- 
The quality of the oil, how- 
ever, has proven to be very good and 
there seems to be no reason why pro- 
duction of this oil in Hungary could 
not be materially extended, especially 
if prices of the oil distilled in South- 
ern France remain as high as they 


tares. 





have been during the past few years. 
It is worthwhile, therefore, to study 
production of the Hungarian oil in 
more detail. 

During spring or summer the seed 
is sown in outdoor beds; in fall the 
young plants are transplanted in the 
field, 50 cm. apart and in rows 60 
em. distant. The plants are harvest- 
ed when the flowering period is al- 


spy tem et- 


y 
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most over and when flowers remain 
only on the small, lower branches. 
A plantation lasts two to three years 
and, because of high mortality in the 
third year, new plantings must be 
started. The plants are cut with 
sickles and not too low, so as to 
avoid the leafless lower stalk mate- 


; rial which contains no essential oil. 
Harvest of the Marjoram, Kalocsa a 
Under favorable conditions, one 


“Kataster Joch” (1.422 acres) pro- 
duces about 3500 kilos of plant ma- 
terial. The yield of essential oil is 
about 0.169%. Thus one “Kataster 
Joch” yields about 2.5 to 6 kilos of 


oil. 

The constants of Hungarian oil of 
clary sage range between the follow- 
ing limits: 

Specific Gravity at 

15° C: 0.9072 to 0.9328 
Optical Rotation: —13° 28’ to —28° 18’ 
Content of Linalyl 

Acetate: 60 to 83% 

Solubility: Usually soluble in one 
volume of 90% al- 
cohol but marked 
opalescence and 
separation of crys- 
tals with more al- 
cohol. 


” Beitrage zur Beuteilung der Majoran- 
Gewiirzwaren, a Magyar Gyégyszerésztud. 
larsasag Ertesitéje, 1931, No. 5. 
““QOjil of Caraway”, A Survey by Dr. 
Ernest Guenther, “The American Perfumer 
& Essential Oil Review”, October 1936. 
"“French Oil of Clary Sage”—“Ameri- 
can Perfumer & Essential Oil Review”, 
» 29 
Hoeing of genuine Marjoram, Kalocsa October 1932. 


Above and Left: Harvesting Clary Sage in Tihany by Lake Balaton 





New Packages 


by 


MARY 


LEE GOODMAN 


ee 

1... PINAUD: “Preface” is the first of the new 
perfumes in the higher priced range to be mar 
keted in America. The three smaller sizes are 
called the Crystal Series, while the de luxe pack 
age on the right, unlabelled, is named “Matignon” 
after Avenue Matignon where the Pinaud Paris 
salon is located. The packages are very smart 
and distinctive, and will be distributed only 
through exclusive outlets. 


2.. DOROTHY GRAY: “Cream Concentrate” 
is claimed by the company to be a super emol 
lient which will give concentrated richness just 
where needed around the eyes and mouth and 
other parts of the face where wrinkles show mos°. 
It is handsomely packaged in a light beige jar 
with blue decalcomania label on front and _ back. 
The metal cap has a glass top through which is 
seen an embossed floral design in gold and blue. 
The box is also beige with gold edge and blue 
lettering. 


%..MATCHABELLI: This is indeed a treas- 
ure chest for the bathroom. Shower oil, eau de 
cologne, and talcum in attractive one ounce 
crystal sceptres, bath oil in the Matchabelli crown 
container, and soap form the contents of this 
kit. The box is covered with washable blue paper 
dotted in white, and is suitable for re-use, for the 


inside tray may be removed. 


4..CORDAY: Chevre Feuille is a delightful 
honeysuckle fragrance with the true essence of 
the flower itself. Perfume, eau de cologne, talcum 
and dusting powder are offered in this scent. The 
bottles are the familiar Corday diamon1 cut 
crystal and the dusting powder is packaged in a 
yellow carton with brilliant gold band and label. 


5..HOUBIGANT: In accordance with the 
trend for pure colors, new lipsticks in the popu- 
lar true red tones are now being featured in 
handsome swivel cases with plastic covers of jade, 
ivory or tortoise shell. The base of the case is 
gold metal and is decorated with two narrow 


black bands, 





w 





6. . LENTHERIC: Muguet is the company’s 
newest floral perfume for Spring, a true lily of 
the valley scent. Packaged like the other Len 
theric floral fragrances in a smart flacon with 
frosted glass stopper, set in a white box with 
two green metallic bands. Available in various 


sizes. 


7..VIGNY: The distinctive Echo Troublant 
package is now available in 1% oz. size in response 
to the demand created for this perfume. It is an 
exact miniature of the larger sizes, packaged in 
the same attractive white and gold box. Dis 


tributed by Al Rosenfeld, Inc., New York. 


§.. ELIZABETH ARDEN: To encourage the 
trend for harmonizing accessories, this company 
is featuring a box of four lipsticks, all in the 
same shade, but each case enameled in a different 
color, black, white, red and blue, to match the 
costume. A wisp of cotton scented with Blue 
Grass perfume is concealed in the lattice-like gold 
band on the cover. The lipsticks are enclosed in 
an attractive little white box with a mirror in the 


inside cover. 


9. . LANVIN: The first eau de cologne to be 
introduced by Lanvin in this country has a de 
lightful spicy fragrance which is both refreshing 
and lasting. Attractively packaged in a dignified 
flacon of Grecian design with flat glass stopper 
and silver metal label. Distributed by Maurice 


Levy, New York. 


10.. CHANEL: This lip oil is a new prepara 
tion for the care of the lips. It is faintly scented 
and colorless, and it is claimed when used as a 
base for lipstick will prevent chapping and bring 
out the gleam in the lips. 


if. . HELENA RUBINSTEIN: Two distinctive 
new lipstick cases have just been introduced. The 
Golden Tower on the right is a highly polished 
gold case with graceful lines and a red band 
around the bottom. The jewelled costume case is 
gold plated with a large individual brilliant stone. 
of either ruby, emerald, or sapphire, and the cover 
is finished with broad stripes. 


12.. BARBARA GOULD: Special Dry Skin 
Cream and Velvet of Peaches Foundation Cream 
have just been introduced. The former is a night 
cream while the other is a tinted cream intended 
as a base for cosmetics, and comes in various 
shades to blend with the company’s face powder. 
Similarly packaged in opal jars with beige and 
red metal caps. 
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15... NORTHEASTERN LABS.: The effective use of 
plastic is demonstrated in these two attractive containers 
for Lady Lillian manicure preparations. The one on the 
left is ultra-modern in its stream-lined design, while the 
other resembles an old fashioned treasure chest. Both 
offer re-use advantages. The covers are in red and the 
bottoms in green. Molded by Auburn Button Works 
Photo courtesy Bakelite Corp. 


14. . BARBASOL: The Skin Freshener package has 
been attractively redesigned in modern style. The label 
is black with distinctive legible lettering in yellow, to 
harmonize with the smart yellow molded cap and the 
color of the liquid. Directions are printed on the back 
of the label, which is visible through the bottle. Photo 
courtesy Owens-Illinois Glass Co. 


15... REVLON: Prolon is a new cream preparation 
which the company claims is scientifically formulated of 
ingredients designed to protect the nails against split- 
ting and breaking, and should be applied under the nail 
enamel. It is packaged in the regular Revlon style with 
gray molded cap in gray carton. 


16... JULIETTE MARGLEN: Seal-O-Wax is a trans- 
parent liquid to be applied over the nail enamel for a 
hard mirror-like finish, and thus complete the Marglen 
treatment for the nails. The package follows the regu- 
lar company style, with silver and green front and back 
labels and black molded cap. The design shown on the 
label is also repeated on the silver box. 


17... DELETTREZ: Eastern Unguent, a popular cream 
for the care of dry and supersensitive skin, has just 


been repackaged in an attractive raspberry colored jar 
with metal cap of the same color and white decalco- 
mania label. A label on the bottom of the jar gives 
directions for use. This cream is available in three sizes. 


18. . NATIONAL PACKAGE DRUGS: A_ handsome 
new stock bottle has been selected by this company for 
its Florayne products. The labels are printed in green 
on gold foil, and the metal screw caps are finished in 
ivory. Containers by Hazel-Atlas Glass Co. 





NEWS and EVENTS 


Toilet Goods Association 
Convention May 24, 25 and 26 


The annual conven- 
tion of the Toilet Goods Association 
will be held in New York City May 24, 
25 and 26. The hotel where the meet- 
ing will be held will be selected later 
by the Entertainment Committee. 


No Consortium on Italian 
Lemon Oil Likely 


Talk of a consortium 
on lemon oil has reached the United 
States through various channels from 
Italy lately. In the opinion of men 
well informed on the Italian citrus 
oil industry a consortium on lemon 
oil seems Production 
is spread throughout Sicily and the 
fact that the industry is widespread 
and that different lemon 
oil are produced in different sections 
would make it very difficult to control, 
let alone standardize the production of 
lemon oil. In the opinion of leading 
men a lemon oil consortium will not 
materialize this year. 


impossible. 


types of 


Elizabeth Arden Announces 
Contest Winners 


Winners of the 
“Dreams Come True” contest, spon- 
sored by Elizabeth Arden, were an- 
nounced on the “Hour of Romance” 
radio program February 22. First 
prize was awarded to Mrs. R. H. 
Hughes of Montgomery, Ala., second 
prize to Mrs. John B. Gray Jr. of 
Evanston, Ill., and third prize to Mrs. 
Maybelle Huston Cripe, Elkhart, Ind. 
The contest, which ran for a month, 
closed February 8, and the letter from 
Mrs. Hughes, in answer to the ques- 
tion “What is your most personal beau- 
ty problem, and why haven’t you over- 
come it?” was selected as the best 
from the many thousands which were 
received. 


Wage Survey of Soap 
Industry Being Made 


A field survey of soap 
plants, employing five or more workers, 
in all parts of the United States, is be- 
ing made by the U. S. Department of 


Labor. Detailed payroll information 


March, 1938 


including hours worked is being ob- 
tained. A 50% sample of all factory 
employes making soap and soap prod- 
ucts is to be secured. Under the Walsh- 
Healey Public Contracts Act minimum 
wage determinations are made by the 
Secretary of Labor. 


Richberg Urges Bureau 
at Drug Trade Banquet 


Over 1700 men in the 
drug, chemical, cosmetic and associ- 
ated industries gathered at the annual 
banquet in the Waldorf-Astoria, New 

York City on the 
evening of March 
3, sponsored by the 
Drug, Chemical 
and Allied Trades 
Section of the New 
York Board of 
Trade. 

In a number of 
ways it was per- 
haps the most suc- 
cessful of the ban- 

P. C. Magnus quets sponsored by 
the Section in re- 
cent years. By curtailing the prelim- 
inary advancing the 
time of the dinner, ample time was left 
afterwards for the renewal of friend- 
ships and making new acquaintances 
which is the primary purpose of this 
affair that has now assumed the status 
of a national annual event. 

Percy C. Magnus, president of the 
Board of Trade, Philip M. Dinkins, 
chairman of the section, Wheeler Mc- 
Millen, toastmaster Donald Richberg. 
the speaker, Turner Currens, Ralph 
Dorland, Charles E. Kelly, Joseph Huis- 
king, George Simon, Francis McDon- 
ough, and Samuel Frazer were seated at 
the main dais; and in front of them 
on the dais were seated others prom- 
inent in the associated industries in 
various capacities. To accommodate 
the large attendance tables were set 
up to the second balcony. 

Seeking stable production, Donald 
Richberg, former NRA administrator. 
urged a bureau of industrial economics 
in the Federal Department of Com- 
merce to encourage trade association ac- 


reception and 


tivities and to bring business and gov- 
ernment closer together in the promo- 
tion of trade and employment. A plan 
for developing needed _ information 


about the drug and allied industries to 
strengthen relationship with the public 
was outlined in a letter by Secretary 
Ray Schlotterer which was distributed 
with the menus. 

As usual leading houses entertained 
their friends in suites engaged for the 
purpose. These were well patronized 
after the dinner and informal gayety 
continued until an early hour the fol- 
lowing morning. 


Corporation Formed for 
Cosmetic Fair Exhibits 


Perfumery & Cos- 
metics Exhibits, Inc., is the name of a 
corporation organized at 30 Rocke- 
feller Plaza, New York City, to handle 
exhibits and space in the proposed cos- 
metic building at the 1939 World’s 
Fair. Officers are: President, Herman 
Brooks; Vice President and General 
Manager, H. Gregory Thomas; Vice 
President, Cecil Smith; Vice President, 
Paul Douglas: Treasurer, Charles 
Welch; Secretary, Paul Vallee. Direc- 
tors are Marcel Michelin and Hugo 


Mock. 


‘Woodbury’ on Soap 
Means John H. 


Advertising costing 
$6,500,000 from 1930 to 1936 by John 
H. Woodbury, Inc., of Cincinnati cre- 
ated acceptance for that company’s 
soap and toilet preparations which can- 
not be exploited by any other manu- 
facturer through a similar name, ac- 
cording to a decision by John Knox in 
the U. S. District Court, New York, 
February 2. A permanent injunction 
was granted against William A. Wood- 
bury Corp., William A. Woodbury Sales 
Co., Inc., and Regal Laboratories, Inc., 
of New York. 

The opinion pointed out that a man- 
ufacturer who furnishes a dealer with 
means of creating confusion in the 
public mind is guilty of unfair com- 
petition although he did not actively 
participate in the dealer’s fraud. The 
use of the name Woodbury was en- 
joined unless a legend was added “Not 
connected with the makers of Wood- 
bury’s Facial Soap and other toilet 
preparations sold under the 
Woodbury.” 


name 
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Awarded Second Prize 


Awarded Third Prize 


ALBERT ALBEK INC. was awarded the grand 
prize for its arresting display of its new perfume 
Oeillet at the fifth annual dinner dance of the asso- 
ciate members of the California Cosmetic Associa- 
tion held on February 9. Second prize was awarded 
to the combined display of Walton B. Crane and the 
Pacific Label Co., and third prize was equally di- 
vided between Florasynth Laboratories and _ the 
Phoenix Metal Cap Co. 

The judges were Donald S. Cowling, Gene Pal- 
mer Inc.; Jud Smith, Max Factor Sales Co.; and 
Henry Miller, Brunswig Drug Co., and the awards 
were based first, on sales appeal, second, educa- 
tional value, and third, artistry. Among the other 
interesting displays were the following: 1) Scovill 
Manufacturing Co.; 2) Givaudan-Delawanna Inc.; 
3) Owens-Illinois Can Co.; 4) Fritzsche Brothers 
Inc.; 5) Sun Tube Corp.; 6) Hazel-Atlas Glass 
Co.; and 7) E. N. Rowell Co. 

Over 300 visitors attended the function, and 
among those present were the leading executives 
and personnel of all the prominent cosmetic manu- 
facturers in Southern California. Much time and 
study were devoted to the displays and the exhibit 


was voted a great success. 
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Cosmetic Firms Win 
Wolf Award Honors 


In the seventh annual 
competition for the Irwin D. Wolf 
awards for distinctive merit in packag- 
ing a number of manufacturers in the 
toilet preparations industry were hon- 
ored. 

Harriet Hubbard Ayer received the 
award for the most effective package 
employing a secondary use: its Wee 
Tot Set. Parfums Schiaparelli won the 
award for the most effective use of lay- 
out and decorative design with particu- 
lar emphasis on merchandising value 
and beauty: its Shocking perfume con- 
tainer. London House Inc. won the 
award for the most effective use of two 
or more packaging materials in one 
package: its London House jugs and 
Jacqueline Cochran received 
honorable mention for the most effec- 
tive family of packages: its Wings to 
Beauty cosmetic family. Coty Process- 
ing Co. was awarded honorable men- 
tion for counter display 


soap set. 


pieces that 
most effectively contribute to the sell- 
ing of a unit package: its Exposition 
case. All entries in the competition will 
be on display at the eighth packaging 
exposition in the Palmer House, Chi- 
cago, March 22-25. Twenty merchan- 
dising classifications were 
the competition. 


covered in 
Considering this, the 
showing of the cosmetic industry was 
good. 


Aina Carlin Now With 
Juliette Marglen 


Miss Aina Carlin, 
who was publicity director for Richard 
Hudnut for three years. has joined 
the Juliette Marglen Products Co., 
Hollywood, Calif., in the same capa- 
city. Miss Carlin was obliged to leave 
the Hudnut organization last fall on 
account of a serious accident and went 
She has 
now entirely recovered and is active in 


to California to recuperate. 


her new position. 

In line with the policy of the Marg- 
len company, seven special traveling 
representatives will make personal ap- 
pearances in the leading department 
stores throughout the United States to 
introduce the nail preparations spon- 
sored by the company. 
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Terry Hunt to Market 
Weight Reduction Method 


Terry Hunt of Holly- 
wood has been organized with offices at 
551 North Lillian Way, Hollywood, 
Cal., to market T. H. I. N., a body con- 
tour cream featuring a weight reduc- 
tion method by external application. 
Terry Hunt, who is president, has had 
wide experience in conditioning movie 
actors and actresses. John M. Alden 
is vice-president in charge of sales. Dis- 
tribution will be made through depart- 
ment and drug stores. 


Cosmetic Orders by 
Federal Trade Commission 


Cease and desist or- 
recently by the Federal 
Trade Commission direct the Sanisoap 
Co. of discontinue 
through the use of price markings that 
its soap and soap products have retail 
values in excess of the prices at which 
they are ordinarily sold; and also di- 
rect the Arabian Toilet Goods Co. of 
Chicago to 


ders issued 


Indianapolis to 


discontinue representing 
that its cosmetics have been certified 
by any government or official authority. 
It is also directed to discontinue the 
claim that turtle oil has been success- 
fully used by the government to re- 
move scar tissue and wrinkles 
wounded soldiers; and to discontinue 
representing that its wrinkle cream con- 
tains turtle oil or is guaranteed by 
the U. S. government to contain pure 
turtle oil and to be capable of re- 
juvenating the skin. 

Stipulations to cease and desist from 
misleading advertising were 
into with Maison Jeurelle 


from 


entered 
Seventeen, 





Left: Jacqueline Cochran Family of Packages: 
and Harriet Hubbard Ayer Wee Tot Set. 


Below: Schiaparelli Shocking Perfume Pack- 
age; and London House Jugs and Soap Set. 


Inc., Groville Sales Corp., Marvello 
Toilet Co., Swedish Shampoo Labora- 
tories and Phillips & Benjamin Co. 


Perfumed Breezes 
On Fifth Avenue 


A most unusual sales 
promotion was adopted by Lord & Tay- 
lor, New York, for St. Valentine’s Day 
with the co-operation of five leading 
perfumers. For a whole week this de- 
partment store devoted five windows to 
the display of perfumes by Caron, 
Chanel, Guerlain, Lelong, and Matcha- 
belli in appropriate Valentine settings. 
Over each window, throughout the day, 
ten gallons of the perfume shown in 
each display were exhaled into the 
street. Thus passers-by could smell the 
scent and see the package without go- 
ing into the store. This display was so 
fascinating and caused such crowds to 
pause before the windows that it was 
difficult to walk along the street. 


Bristol-Myers, Squibb and 
Yardley Win Advertising Honors 


Prize winners in the 
Annual Advertising Awards for 1937 
included the Bristol-Myers Co., which 
received the medal for technical excel- 
lence and ethical soundness of its 
magazine advertisements and Yardley 
& Co. Ltd., which received honorable 
mention for the same. E. R. Squibb & 
Sons received honorable mention for 
its series contributing to the advance- 
ment of advertising as a social force; 
and the Bakelite Corp. was awarded a 
medal for the excellence of its adver- 
tisements in industrial publications. 
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Complete Arden Make-Ups to 
Harmonize with Paris Colors 


Before the cables an- 


nouncing the February Paris Spring 
openings from February 1 to 4 were all 
delivered, color code fashion charts, 
showing the four most important new 
colors with harmonized make-ups cre- 
ated by Elizabeth Arden to enhance the 
new Spring colors, were being distrib- 
uted in the United States by that house. 
By February 10 before the transatlan- 
tic liners arrived with the color 


swatches, color code fashion charts 


airmailed to stores 
throughout the country. 
of Elizabeth Arden foundation, powder, 
eye shadow, rouge, lipstick and _ nail 
polish to harmonize with each color 


were leading 


Actual colors 


were shown on the cards with specially 
dyed fabric swatches and suggestions 
for harmonizing or contrasting hosiery. 
millinery, jewelry and other accessories. 


Lentheric Wins Price 
Maintenance in Pennsylvania 


The case of Lenther- 
ic, Inc. vs. Nevins Drug Co. of Phila- 
delphia was decided in the Court of 
Common Pleas No. 1 of Philadelphia 
County on February 17.  Lentheric, 
Inc., obtained a permanent injunction 
against the Nevins Drug Co., the Court 
ordering it to refrain from advertising, 
offering for sale or selling, either direct- 





ly or indirectly, Lentheric products at 
Lentheric’s minimum retail 
price schedule effective in the State of 
Pennsylvania. The 


less than 


Nevins Drug Co. 
was also ordered to pay the trial costs. 


Charles E. Kelly Takes 
Office at Association Luncheon 


Formal installation of 
the officers of the Salesmen’s Associa- 
tion of the American Chemical Indus- 
try took place at a luncheon March 3 
in the Waldorf 
Astoria, New York 
City. Charles E. 
Kelly of Hagerty 
Bros. & Co., the 
new president, for- 
mally assumed his 
duties. Mr. Kelly 
known 
throughout the in- 
dustry and for 
several years has 


is well 





served as_chair- 


Charles E. Kelly man of the enter- 
tainment committee of the Toilet Goods 
Other officers installed 
were: Joseph Wafer, vice president; 
DeWitt Thompson, treasurer and Ray 
The executive com- 


Association. 


Giebel, secretary. 
mittee is made up of Francis J. Mce- 
Donough, Elmer Hessler, A. A. Wasser- 
scheid, Walter Merrill, E. J. McGuire, 
Bart Sheehan, Charles Lichtenberg, re- 
tiring president and the officers. 


This very handsome counter display has been adopted by Worth for its Spring 
promotion. A dainty floral boutonniere of hand-painted catalin is included with 


every purchase of two drams or more of * Je Reviens” perfume. 


The lace doilies 


are of cellophane, and the boutonnieres are available in a variety of colors. The 


wooden tray is painted light blue and the lettering is in gold. 


Worth perfumes 


are distributed by Al Rosenfeld, Inc., New York City. 


uw 
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Chain Drug Stores 
Advised on Selling Cosmetics 


Results, more busi. 
ness and more profits will accrue tg 
the chain drug stores if the advice 
given by eight leading manufacturers 
of cosmetics and H. Gregory Thomas 
at the annual meeting of the Associated 
Chain Drug Stores at the Biltmore 
Hotel, New York City, February 14 


and 15, is followed. 


pointed out that the 
chain drug stores did 25% of the total 
retail drug business in 1935 although 
they constitute only 642% of the out. 
lets. He pointed out that a chain store 
no longer can survive on the sole offer 
of price appeal. As a result of fair 
trade laws, which have eliminated the 


Mr. Thomas 


cut price incentive, a greater margin 
of profit on nationally advertised lines 
may readily be made. He advocated 
the employment of a woman toilet 
goods supervisor to express the needs 
of the store to the warehouse; the es- 
tablishment of attractive perfume and 
cosmetic departments and the employ- 
ment of personable clerks trained to 
give individualized service. He empha- 
sized that the customer shops for cos- 
metics rather than merely buys them; 
and pointed out that the chain drug 
stores were in the business of buying 
and selling goods, not deals or dis- 
counts. 


Paul H. Douglas of the Bourjois 
Sales Corp. stressed the fact that toilet 
goods are year round sellers. C. A. 
Pennock of the Hudnut Sales Co. em- 
phasized the importance of employing 
personable clerks trained to sell cos- 
metics, and Northam Warren of the 
Northam Warren Corp., and Pierre 
Harang of the Houbigant Sales Corp. 
spoke of the trends of fashion and their 
possibilities. Jean Despres of the Coty 
Sales Corp. spoke on departmentaliza- 
tion. Henry Brown of Harriet Hub- 
bard Ayer offered suggestions on mer- 
chandising the treatment line, and 
Curtis Campaigne of Yardley & Co. 
made useful sales suggestions. T. J. 
Druding of Lucien Lelong, Inc., dis- 
cussed the wants and needs of cus- 
tomers for cosmetics. 


McKesson & Robbins 
Denied Use of “Shav-Ami” 


McKesson & Robbins, 
Inc., have been denied registration of 
the trade work “Shav-Ami” which it 
planned to use on a brushless shave 
cream. The opposition was filed by the 
Bon Ami Co., which uses “Bon-Ami” 
on soap, toothpaste and a cleansing 
compound. The final decision was 
given by the U. S. Court of Customs 
and Patent Appeals. 
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NO OTHER TYPE OF CONTAINER deserves more 


attention THAN THAT USED FOR CHEMICALS... 


One of the “BIG LITTLE THINGS” in MALLINCKRODT Service 


No other commodity calls for more 
care in packing than chemicals. That 
is why Mallinckrodt containers are 
made to standards that purchasers of 


“TIGHT AS A DRUM” 
IS RIGHT 


Sturdy, trim and conven- 
ient are the fibre drums 
which contain the 25, 50and 
100-lb. quantities of Mal- 
linckrodt chemicals. The lid 
comes off easily and fits snugly. The drums 
are perfect as bulk stock packages. 


PROOF AGAINST PRACTICALLY 
ANYTHING... n 


The BELL CLOSURE 


(Pat App. For) 


for ACID Bottles 


Perfected by Mallinc- 
krodt, the new Bell 
Closure is liquid-tight, 
gas-tight, dirt-proof and interchangeable. A 
turn of the cap opens or closes the bottle. 
The new shipping case for acids is 14 
pounds lighter. 


Prastic ¢ Pe 
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chemicals appreciate. Yet no matter 
how good the present package may be, 
Mallinckrodt constantly strives to make it 
better. Witness the following examples. 


Saag monenn as TECHNICOLOR 


Made of sparkling, flint glass, 
Mallinckrodt chemical bottles 
| have wide mouths and sloping 
\__ J shoulders. The contents are 
readily reached. Clear glass (where chem- 
icals have been proven unaffected by light) 
shows quantity of chemical. Light-sensitive 
chemicals are truly protected—by bottles 
which are black-coated. 


ONE WAY PASSAGE 


Many of the Mallinckrodt 
liquid chemicals (as sol- 
vents, collodions), are 
now packed in single 
trip, no-deposit 
drums. A special 
protective lid 
prevents dust 
and dirt accum- 
ulation on their 
pouring spouts. 
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Charles Fischbeck Co. Now 
Represents P. Robertet & Co. 


The Charles Fisch- 
beck Co., New York City, has been ap- 
pointed sole United States representa- 
tive for P. Robertet & Cie, 
France. This com- 
pany was 
lished in Grasse 
in 1850 and for 
40 years has been 
known in the 
American market, 
supplying the 
trade with abso- 
lute flower oils. 
resinoines and es- 
sential oils. 

According to a 
statement issued 
by the Charles 
house of Robertet 


Grasse. 


estab- 





Charles Fischbeck 


Fischbeck Co., the 
handled more than 
one quarter of the total harvest of jas- 
min flowers last year in the production 
of their jasmin oil. The plant has 
been in constant operation, it is also 
stated, working a night shift. to sup- 
ply the demand for its resinoines and 
floral oils. The Charles Fischbeck Co. 
announces that stocks of Robertet 
products are to be carried in the New 
York quarters also in the 
pany’s branches throughout the United 
States. 


and com- 


Rosenfeld and Lande 
Visit Principals 


Al Rosenfeld, presi- 
dent, and S. Theodore Lande, 
president of Al. Rosenfeld, Inc., New 
York, returned from Paris early last 
month after a stay of several weeks. 
They visited the various companies 
which they represent in the United 
States, and conferred with officials in 
the design and production of many new 
packages which will soon be introduced 
in the American market. 


vice- 


Expanding British Trade Reported 
by F. J. Stokes Machine Co. 


John A. Silver, sales 
manager for the F. J. Stokes Machine 
Co., Philadelphia, Pa., writes from 


England that much interest is evident 
British manufacturers in the 
newer types of production machinery 
developed by American manufactur- 
ers. Mr. Silver, and G. L. Thrall, for- 
eign sales manager for the F. J. Stokes 
Machine Co., are studying changing 
trade conditions at first hand, jointly 
or separately, in England, France, Bel- 
gium, Holland, Norway, Sweden and 
some of the South American Republics, 
on a tour planned to last 
months. They are visiting with Stokes’ 


among 


several 
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representatives in these countries and 
establishing representation in 
tries where it does not now exist. 


coun- 


New Companies to 
Manufacture Cosmetics 


The Oak Balm Co., 
Inc., 220 S. William St., South Bend, 
Ind., has been organized by Mrs. Anna 
M. Hager who is president. The com- 
pany will manufacture cosmetics. 

Peggy Hoyt Cosmetics, Inc., has been 
organized by Peggy Hoyt. Inc., dress- 
makers, New York City, to manufac- 
ture cosmetics. Officers are: A. L. 
Eade, president; Edgar H. 
treasurer; Frank A. Cruise, vice presi- 
dent and secretary; Louis Adler, assist- 
ant treasurer. 

A new household cleanser resulting 
from a new method of processing felds- 
par will be put on the market by the 
Tri State Development Co. of Washing- 
ton, D. C. The cleanser is based on a 
formula which uses 90 per cent feldspar 
to make a fine powder. Other cleaners 
will also be made including a mechanics 


soap. 


Bauman. 


G. William Anderson 
Establishes Advertising Agency 


G. William Anderson 
who has been associated with the toilet 
goods industry for eighteen years and 
Kenneth Joy have organized Anderson 
& Joy Inc., an advertising agency at 271 
Madison Ave., New York, N. Y. Mr. 
Anderson was formerly associated with 
Toilet Requisites, the Hearst organiza- 
tion and the New York Herald Tribune, 
an experience which gave him a broad 
knowledge of the industry and its mer- 
chandising problems. Mr. Joy was for- 
merly connected with the Hearst or- 
ganization. 


Flavor Men Protest 
Reduction of Duty 


In response to a call 
by E. L. Brendlinger, chairman of the 
legislative committee of the Flavoring 
Extract Manufacturers’ Association, the 
proposed reduction of duty on flavoring 
extracts and natural or synthetic fruit 
flavors, fruit esters oils and essences not 
containing alcohol and not specially 
provided for (which at present carry a 
duty of 25%) will be 
American manufacturers. 

The situation was brought about by 
the proposed new reciprocal trade 
agreement with Canada under which 
the United States would grant conces- 
sions to the United Kingdom, New- 
foundland and the British Colonial em- 
pire. Hearings were scheduled to be- 
gin March 12. 


opposed by 





Francois de Laire Notes 


Improvement in Business 
Francois de Laire. 
Delegué of Fabriques 
Paris, France, arrived 
the Champlain on his 
first trip to the 
United States jp 
three years. While 
in New York, Mr. 
de Laire spent 
most of his time 
in conference with 
the Dodge & Ol. 
cott Co., sole rep- 
resentatives of the 
company in the 
A United States, and 
in calling on the 
trade in the met- 


\dministrateur 
de Laire, Issy, 
February 2 on 





Francois de Laire 


ropolitan territory. 

In company with Nathan Fretz of the 
Dodge & Olcott Co., he made a trip 
through the middle west. 

The house of Fabriques de Laire 
was established in 1876 by George de 
Laire, an uncle of Edgar de Laire. 
father of Jean and Francois de Laire 
who now direct the company. 

In an interview, Mr. de Laire ex. 
pressed his gratification for the recep- 
tion accorded him by the American 
trade. The new specialties which he 
brought with him met with an excellent 
response and Mr. de Laire was pleased 
to report increasing sales for de Laire 
products despite the unfavorable con- 
ditions now prevailing. 


Lever Brothers 
Strike Settled 


A strike called at the 
Edgewater, N. J. plant of Lever Broth- 
ers February 21 was settled by a con- 
ference between the management and 
the union, the following day. The walk- 
out followed a refusal of the plant 
manager to reinstate an employee. The 
matter was by agreement referred to 
the National Labor Relations Board. 


French Dressmaker Sponsors 
American Fashion Shade 


Lanvin, prominent 
French dressmaker, has approved Clover 
as a leading nail polish color for the 
Spring of 1938. The shade was pro- 
duced by the Northam Warren Corp. 
New York manufacturers of Cutex nail 
polish. According to Mlle. Lanvin, 
who is sponsoring this fashion shade 
produced by an American cosmetic 
manufacturer, it is particularly suitable 
with the following costume shades: rose 
beige, gray, green, perennial navy and 
also with pinks, blues and violets. in 
addition to clover the Northam War- 
ren Corp. is featuring tulip, laurel, 
thistle and heather shades for Spring. 
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Manufacturers of 


HIGH GRADE PERFUMERY RAW MATERIALS /or the 
SOAP, PERFUMERY & COSMETIC INDUSTRY 


PLEASE 
ASK FOR SAMPLES 
OF OUR 


LATEST 
CREATIONS 





LILY OF THE VALLEY 
LILAC > FOUBERE + CHYPRE * AoE + VIOLET 


From our representatives for the United States 


ORBIS PRODUCTS CORPORATION 


215 PEARL STREET NEW YORK CITY, N. Y. 
Or from our representatives for the Dor of Canada 
GERALD JOHNSON, J. M. SCHEAK “ ‘COMPANY 


110 CHURCH STREET - - TORONTO 





Ertel Increases 
Manufacturing Facilities 


The Ertel Engineer- 
ing Corp., New York City, announces 
that. due to the continued growth of its 
business, it has again become necessary 
to increase its 
manufacturing fa- 
cilities to insure 
more prompt de- 


Although 


at the same ad- 


liveries. 


dress, the manu- 
facturing space 
has been doubled 
and at the same 
time the office and 
showroom 
has been consid 
erably 
Friends and prospective friends of the 
corporation are cordially invited to visit 
its new quarters. 


~ pace 
Fred Ertel 


enlarged. 


Copeland Bill Enactment 
Urged by Proprietary Association 


After the Wheeler- 
Lea bill which enlarges the jurisdic- 
tion of the Federal Trade Commission 
over the advertising of cosmetics. foods 
and drugs is approved by the senate 
and signed by the president. action will 
be taken on the Copeland bill to revise 
the federal food and drug law, accord- 
ing to James Hoge, counsel for the 
Proprietary Association. Mr. Hoge 
spoke before the American Pharmaceu- 
tical Association, New Jersey branch in 
Newark, N. J.. February 21. Mr. Hoge 
favored and urged the passage of the 
Copeland bill. 


J. Flescher & Co. Organized 
as Sales Representatives 


J. Flescher & Co. has 
been organized with offices at 551 Fifth 
Ave., New York City, by Julius Flescher, 
to act as sales representatives for lead- 
ing manufacturers of raw materials. The 
company has exclusive representation in 
the United States for Ultra-Penn Re- 
fining Co., Butler, Pa. makers of white 
oils and petrolatum. Other raw mate- 
rials for the toilet preparations and 
drug industries will also be handled. 
Mr. Flescher, who is a chemist has been 
largely identified for almost a decade 
with leading producers of white oils 
and petrolatums. 


Miss Wall Addresses 
Two Meetings 


Wall, 


consultant and author. and lecturer on 
cosmetic subjects at New York Uni- 


Florence E. 


versity. was guest speaker at two im- 
portant meetings last month. At the 
Pennsylvania Beauty Congress and 
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Trades Display. held February 14 in 
the Benjamin Franklin Hotel, Phila- 
delphia, Miss Wall discussed practical 
problems in hair dyeing and spoke on 
the composition and effects of various 
hair preparations in relation to thei 
“The Status of Women 
Chemists” was the subject of her talk 
before the New York Chapter of The 
American Institute of Chemists at the 
Chemists Club on February 18. In 
this address she discussed the problems 
of women chemists and their occupa- 


coloring. 


tional opportunities in chemical work. 


Dodge & Olcott Co. 
Elects New Officers 


Stockholders of the 
Dodge & Olcott Co., New York City at 
the February 8 meeting elected V. H. 
Fischer a director. Charles A. Myers 


V. H. Fischer Charles A. Myers 


was then elected first vice-president and 
Ralph Bush second vice-president. 
Charles A. Myers started his caree1 


with the Dodge & Olcott Co. in 1907. He 


first became acquainted with the com- 
pany’s business in their oil bottling de- 
partment and in 1909 was transferred to 
the office. In 1911 he was made assis- 
tant to the Secretary which position he 
held until 1917 when he enlisted in the 
U. S. Navy. He was released from ac- 
tive service in 1919 after the war and 
rejoined the company as assistant to the 
then vice-president, the late Christian 
Beilstein. In 1923 he was appointed 
production manager of the company’s 
Bayonne plant and in 1926 was made 
general manager. Two year’s after, he 
was elected director and on February 
8th, 1938 he became first vice-presi- 
dent. Although occupying the latter 
position Mr. Myers still retains general 
management of the company’s plant. 
An energetic worker in studying essen- 
tial oils, he has successively worked his 
way to his present position. 

Ralph Bush the newly elected second 
vice-president has been associated with 
the company since boyhood and occu- 
pies the position of general manager of 
the New York office. 

V. H. Fischer, began work for the 
company June, 1917, and in April. 1931 
was elected secretary to succeed the late 


J. H. Howe. 


Guy M. Verley & Co. Organized 
to Make Aromatic Chemicals 


Guy M. Verley. 
nephew of Albert Verley, of 
Verley & Co., with 
associated for five years, has organized 
Guy M. Verley & Co. at 2704 Pratt 
Blvd., Chicago. The 


\lbert 
whom he was 


company will 


specialize in the manufacture of spe. 


cialties and fine aromatic chemicals. 


Flavor Makers Plan 
Record Convention 


\ record attendance 
and a record convention in the scope 
of the subjects taken up for considera- 
tion and entertainment are planned by 
the Flavoring Extract Manufacturers’ 
Association for its annual meeting to 
be held in the Traymore Hotel, At- 
lantic City, June 27, 28 and 29. Acting 
as a committee of the whole the asso- 
ciation is compiling an unusual pro- 
gram. 


First Course in Cosmetics 
at Boston 


Teachers College 

A course in cosmetics 
has been added to the curriculum of 
the Boston Teachers College, Boston, 
Mass., under the direction of Frank 
Ryan. It is the first of its kind to be 
offered in Massachusetts. About 75 at- 
tended the first lecture February 7. The 
course consists of eight lectures on the 
formulation of cosmetics. 


E. P. Helmbold Establishes 
Business in Waxes 


E. P. Helmbold, who 
has been identified with the beeswax 
business for 31 years has established 
his own business at 507 Fifth Ave., New 

York City. Mr. 
Helmbold who is 
well known in the 
industry 
for his services in 


beeswax 


securing needed 
tariff revisions, 
will specialize in 
sunbleached _bees- 
wax. refined yel- 
low beeswax, sper- 
macetti, bayberry. 
bleached carnauba 
and bleached mon- 
powdered 


E. P. Helmbold 


tan, powdered  carbauba., 
stearic acid and powdered floor wax. 
Stocks are carried at 184 Washington 
St.. New York City. Mr. Helmbold be- 
gan his career in the beeswax indusiry 
with the late Ernest A. Bromund and 
was associated with the E. A. Bromund 
Co. until January, 1938. 
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happened to his product. 


After much investigation starting 
with its manufacture through pack- 
ing, shipping, the retailer and finally 
the consumer—he discovered the rea- 
son—deterioration due to improper 
packaging. 

Then a frenzied search for a new 
container started. After many pack- 
aging consultations were held without 
solving his difficulty, Continental was 
called in to assist. 

Needless to say there would be no 
point to this story if we had not solved 
his problem. But this is typical of 
what occurs daily. Sometimes it may 


HU ea ae. 


NEW YORK 
MONTREAL 


IT CAN HAPPEN TO 
YOUR PRODUST: 


CHICAGO 






located ina 


something 


& 
SS 
Lee 


be only a simple matter such as a 


new type of closure or a newly devel- 
oped container which has remedied 
the situation. 

Then, more serious, the product it- 
self might require laboratory research 
to control some phase of its composi- 
tion after shipping. 

No matter what your difficulty or 
problem, Continental is prepared to 
offer any manufacturer a complete 
service which includes research, devel- 
opment, packaging design, and mar- 
keting. It will pay you to investigate 
Continental first. 


CAN COMPANY 


SAN FRANCISCO 
TORONTO 




















































































































Travelcade of Plastics 
In Radio City 


The dramatic 
of the development of an idea into a 
material, and the development of a ma- 
terial into the plastics industry is being 
presented at the 
& Industry, 
York, daily 


story 


Science 


New 


Museum of 
Rockefeller Center, 


until March 31. 


\ corner in the little laboratory in 
Yonkers, N. Y., where, in 1907, Dr. 
L. H. Baekeland developed Bakelite 


resinoid, a discovery which marked the 
beginning of our modern plastics in- 
dustry is shown. The growth of the 
industry is entertainingly presented by 
a series of animated and dramatic ex- 
hibits. When the Traveleade leaves 
Radio City, it will start on a city-to- 
city tour for a period of two months in 
New Jersey. After that it will be in- 
stalled for the remainder of the year 
in the Franklin Institute, Philadelphia. 


Bergamot Consortium Holds 
to Present Prices 


This year’s produc- 
tion of bergamot oil is between 150,000 
and 160,000 kilos, sufficient for the 
world’s requirements unless some un- 
foreseen large con- 
sets in, 
according to latest 
authentic reports 
from Italy. About 
120.000 kilos were 
exported from 
Italy last year to 
December and the 
Italian consump- 
tion was about 20.- 
000 kilos. No 
stocks of 1936- 
1937 bergamot oil 


sumption 





Charles Pisano 


are on hand at the present time. 
All bergamot oil produced has to be 
declared and deposited with the Berga- 
mot Consortium. No shipments are 
made out of Italy without 
through the Consortium’s warehouse 
with the Consortium seal affixed 
on top of the spout and near the label. 
Also each case has a burned-in num- 
ber of 


going 


and 


which a record is made and a 


sample of that particular oil is de- 
posited with the Stazionne Sperimentale 
of Reggio Calabria, Italy. If the au- 
thenticity of that package is question- 
able. it may be traced either by writ- 
ing direct to the Consortium or by send- 
ing a sample to the official stock dis- 
tributor for it in the United States, 
Citrus & Allied Essential Oils, Inc., New 
York City, of which Charles Pisano is 
president. 


The Consortium for Bergamot Oil 
was constituted in April, 1936, when 


the price for several years had been 
insufficient to cover the expense of cul- 
tivation and the planters had aban- 
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doned the cultivation. During 1937 
the demand was in excess of the sup- 
ply and in October, 1937, for the first 
time in the history of this product no 
oil was available and it required two 
months time before new crop oil was 
ready. This phenomenon of short pro- 
duction caused by low prices occurred 
in other particularly lemon oil. 
Though lemon oil which is normally 
half the price of bergamot reached a 
price higher than bergamot the Con- 
sortium did not raise prices fearing that 


oils 


the consumers would abandon the use 
The object of the 
Consortium is to regulate supply and 
demand based on the cost of produc- 
tion and the possibility of payment by 
consumers. The present price is about 
10% of that of ten years ago and is 
considered remunerative to the 


of bergamot oil. 


pro- 
ducers. 


Food and Drug Agents 
Seize Poisonous Extracts 


Seizures of poisonous 
food flavor solvents and flavoring ex- 
tracts containing them in December by 
the Food and Drug Administration to- 
talled 1,200 gallons of solvents, glycol 
derivatives, and 2,376 bottles of flavors 
made with the solvents. Other seizures 
253 quarts of vanilla extract 
found to be low in vanilla content; 134 
bottles of vanilla flavor found to be an 
imitation artificially flavored and col- 
ored, and 39 gallons of a so called 


were 


lemon juice flavor deficient in lemon 
juice. 
New Officers for 
Standard Alcohol Co. 
The Standard Alco- 


hol Co. has consolidated its operations 
with the Standard Oil Development Co. 
and its offices have been transferred 
to 26 Broadway, New York City. New 
officers are: M. B. Hopkins, president; 
H. W. Fisher, vice president; J. G. 
Park, vice president; M. H. Eames, 
secretary and R. P. Resor, secretary. 





OBITUARY 
Mrs. Adele Bogert Ungerer 
Mrs. Adele Bogert 


Ungerer, wife of Frederick H. Ungerer, 
president of Ungerer & Co., New York 
City, and mother of Mrs. Kenneth G. 
Voorhees, died at her home in Essex 
Fells, N. J.. February 26. Funeral ser- 
vices were held in Westfield March 1. 


S. Mortimer Sargeant 


S. Mortimer Sargeant. 
president and treasurer of the Sargeant 
Extract Manufacturing Co., died in 
Worcester, Mass., February 22. The 





company of which he was head was 


founded by his father in 1865. 


Charles Eli Green 


Charles Eli Green, 
former president of the American Cap 
Co., died February 10 at his home jn 
Cranford, N. J., after a prolonged jj]. 
ness. He was 64 
years of age. 

Mr. Green en- 
tered the New 
York office of the 
American Can Co, 
at the time of its 
formation in 190]. 
coming from. the 
American Stee] 
Hoop Co. where 
he was assistant 
auditor. In 1907 
he was raised to 
the position of auditor of the American 
Can Co... which he held until 1926, 
In that year he became a member of 
the board of directors of the company 
and comptroller. Six years later, in 
1932, he became a vice-president, and 
in 1936, president. He had held this 
position for only a short time when he 
retire because of ill 





Charles E. Green 


was forced to 
health. 

Mr. Green was a resident of Cran- 
ford, where he had lived for thirty 
years. He is survived by his wife, and 
two daughters, Miss Mary A. Green 
and Mrs. Edgar H. Miller, both of 


Cranford. 


Oscar W. Smith 


Oscar William Smith, 
president of Parke, Davis & Co., De- 
troit, Mich., died February 7 in Palm 
Beach where he had gone for a winter 
vacation. He was 
sixty - seven years 
old. 

Mr. Smith had 
been associated 
with Parke, Davis 
& Co. for fifty-one 
years. He joined 
the company as a 
boy, and at the 
age of 25 was ap- 
pointed manager 

Oscar W. Smith of the Baltimore 

branch. Ten years 
later he became manager of the New 





York branch and specialized in export 
trade. As a result of his efforts he 
built up a business amounting to mil- 
lions annually, and in 1921 became 
president of the organization. 

He was formerly vice-president of the 
American Drug Manufacturers Associa 
tion and chairman of its foreign trade 
committee. He was a member of the 
Detroit Country, Detroit Athletic, Play- 
ers and Old Clubs, and also four Palm 
Beach clubs. 
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Seriously, do your customers NEED — could they 
USE — a “permanent” package? Would they — 
could they afford — to pay extra for your product 
to get it? And even if they would (and could) once 
— what about repeat sales? Can you expect them 
to continue to pay a premium for your product just 
to get a package they already have? 

Ritchie says no. Ritchie places its 72 years of 
packaging experience, its modern manufacturing fa- 
cilities, its versatile design talent, behind the set-up 
paper box. Because the set-up paper box is econom- 
ical without being cheap. Because it permits great 
flexibility of design and the distinctive and appeal- 
ing use of several colors. Because it most effectively 
accomplishes the primary purposes of any package 
— to protect the product; to enhance the sales 
value of the product itself! 


Set-up Paper Boxes — Fibre Cans 


W. C. RITCHIE AND COMPANY - 8845 BALTIMORE AVENUE - CHICAGO 


LOS ANGELES ST. LOUIS ST. PAUL DENVER 
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> J. Everton Turner, president of the 
Turner White Metal Co., New Bruns- 
wick, N. J., and Mrs. Turner have 
been enjoying a motor trip to Florida. 
On the trip to Miami they stopped at 
Staunton, Va. where their son John 
is a student at the Staunton Military 
Academy. In Florida they visited the 
principal places of interest on the 
east and west coasts. 


pe Max P. Rosenthal, for 20 years an 
executive in the soap industry has 
joined the Allen B. Wrisley Distrib- 
uting Co., Chicago, Ill. in a special 
sales capacity. 


> R. F. Revson, of the R. F. Revson 
Co., New York, N. Y.. delivered an 
address February 4 on cosmetic raw 
materials to the students taking the 
course on cosmetics at the Brooklyn 
College of Pharmacy, Long Island 
University. 


> Roger Aitken has joined Parfums 
Chevalier Garde. New York, as sales 
director. Mr. 
sales manager of Prince Matchabelli, 


Inc. 


Aitken was formerly 


> W. D. Ackley, formerly with 
Parke, Davis & Co., has joined the 
sales staff of Magnus, Mabee & Rey- 
nard, Inc., New York City, and will 
represent the company in the New 
England territory. 


> Henry Junge, for 15 years an at- 
torney with the Federal Trade Com- 
mission, has private 
practice of law as a member of 
Hickey, Hall & Junge, a reorganiza- 
tion of Hickey & Hall. The firm, as 
in the past, will specialize in food, 
drug and cosmetic laws, while Mr. 
Junge will give his attention to trade 
practice laws in all fields. Offices are 
located in the First National Bank 


resumed the 


Building, Chicago. 


> George V. Branigan, technical di- 
rector of Ungerer & Co. is planning 
a trip to the Continent in April. He 
will visit England, North Africa, 
Italy, Hungary, France and Holland. 


> Frank B. Camp who represented 
the California Cosmetic Association 
and the Perfumery, Soap and Extract 
Association of Chicago before the sub- 
committee of the Ways and Means 


Committee in Washington recently, 
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and 


THERE 


argued that the present 10% tax on 
cosmetics prevents the expansion of 
business because companies are not 
able to conserve enough capital to 
inaugurate new lines of products. 


> Louis Spencer Levy, former pub- 
lisher of The American Perfumer, 
and Mrs. Levy, who have been en- 
joying an ex- 
tended trip to 
the Orient and 
E urope since 
last autumn re- 
turned to the 
United States on 
the Conte di 
Savoia February 
8. Mr. Levy who 





was a factor in 


L. S. Levy the development 
of the industry 
for over thirty years retired com- 


pletely from business in 1935. Since 
then he has spent considerable time 
in the Far West. the Orient and Eu- 


rope. 


e Charles L. Huisking. president of 
Charles L. Huisking & Co., New York 
City and Mrs. Huisking returned on 
the Manhattan February 17 from a 
six weeks trip abroad which included 
visits to England, Austria, Germany, 
Hungary and Norway. 


> Ernest P. Seixas has joined the 
Rex Products Corp., New York, N. 
Y., manufacturers of compacts, and 
will represent the company in a sales 
capacity in the metropolitan terri- 
tory. 


p> Wallace Bush has joined the sales 
staff of Ungerer & Co., New York 
City, in the metropolitan territory. 


> Philip Jacower has been appoint- 
ed metropolitan representative for 
the Buscham-Royale Compact Co. 


> Francis B. Mastin who is reputed 
to have built up the largest face pow- 
der business in England and _ the 
largest face cream and beauty prod- 
ucts business on the continent is in 
the United States and will visit Flori- 
da and California before returning 
to France. Mr. Mastin was gradu- 
ated from Syracuse University after 
which he joined Virgil Neal in the 
toilet goods business. He achieved 
fame and fortune by developing later 





Nuxated Iron and Mastin’s Vitamon. 
Abroad he adopted a new advertis- 
ing technique, emphasizing what cos. 
metics would accomplish rather than 
stressing ingredients or describing 
the product itself. Reasoning that 
the great war left many millions of 
women without husbands he utilized 
his skill to convey in a subtle man- 
ner that the use 
would enable women to become most 


of his cosmetics 


attractive to the opposite sex. 


> Clarence J. Huff has been elected 
vice president in charge of sales of 
the Procter & Gamble Co., Cincin. 
nati, Ohio. A vice president is now 
in charge of the four basic branches 
of the finance, 
manufacturing and selling. 


business: buying, 
Thomas 
J. Wood has been made general sales 
manager. E. C. Moffatt has been 
made Western division manager and 
Paul Parrette has been put in charge 
of the Pacific Coast division. 


> Henry Dusenbury, perfumer for 
Richard Hudnut, has been spending 
a month on a_ vacation 
Florida. 


trip to 


> Irving Cohen, manager of the toi- 
let goods and cosmetic division of 
Goldblatt Bros., Chicago, for the past 
six months, has joined the organiza- 
tion of Lucien Lelong, Inc. which he 
will represent in Illinois, Missouri 
and Arkansas. 


> Dr. J. H. Toulouse of the packag- 
ing research division of the Owens- 
Illinois Glass Co. has been appointed 
chairman of the committee of foods 
of the American Public Health Asso- 
ciation. 


> John P. Vollrath has joined the 
sales organization of Pfaltz & Bauer 
Inc., New York. After completing 
technical training in Europe Mr. Voll- 
rath was associated with Leitz and 
Zeiss, giving him broad experience in 
the microscope field. He will special- 
ize in the sale of scientific instru- 
ments and _ laboratory apparatus 
which the company imports. 


p> Carle C. Conway, chairman of the 
Continental Can Co., who headed the 
committee for the reorganization of 
the New York Stock Exchange has 
submitted his report. The report 
which recommended the appointment 
of a paid president and suggested 
radical changes in policy and admin- 
istration, met with widespread public 
approval. 
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CHARLES FISCHBECK CO., INC. 


119 WEST 19th STREET, NEW YORK, N. Y. 


are now in a position to serve the United States and Canadian 


trade with these famous ROBERTET products. Complete 


stocks carried in their main and branch offices. 
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P. ROBERTET & CIE. have been known in the American 


in 
market for over forty years. In that time they established 


an enviable reputation for integrity and for highest quality. 
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CANADIAN NEWS 


Economist Analyzes Business 
Prospects in Canada 


Speaking before a 
meeting of the Perfumers’ Association 
in Toronto, P. H. Holruth, economist 
for the Bank of Montreal, said that he 
considered Canada had every reason to 
look for a continuation of the excellent 
business which marked 1937, although 
the present tendency seemed to be to 
proceed with caution. 

Mr. Holruth writes the bank’s busi- 
ness reports for the Province of On- 
tario and he pointed out that very sub- 
stantial gains were made by trade and 
industry in 1937. He stated that pros- 
perity in most parts of the country, as 
illustrated in increased national revenue 
and decreased unemployment relief, 
would have allowed a balanced budget 
had it not been for funds advanced as 
relief measures for the stricken areas 
in the West. 

~The attitude of most Canadian busi- 
ness men is one of cautious optimism,” 
stated Mr. Holruth. 

Discussing the important advances 
made by business during the past year, 
he drew attention to the fact that re- 
tail sales had increased practically 8 
per cent. with Christmas trade the best 
since 1930. 


To Sell—Drive 
Approach and Putt 


\ large gathering of 
the Toronto branch of the Association 
of Canadian Perfumers and Manufac- 
turers of Toilet Articles attended the 
February 7 monthly luncheon meeting 
to hear an exceptionally fine dinner pro- 
gram featuring Frank Dowsett, adver- 
tising manager of Gutta Percha and 
Rubber Co., Ltd., Toronto. Mr. Dowsett 
was introduced by Charlie Stevens of 
the Dominion Paper Box Co. 

With his characteristic humor, Mr. 
Dowsett developed his subject as an 
analogy between golf and selling, using 
as the title “The Drive, Approach and 
Putt in Selling”. He compared the mak- 
ing of a sale to the various shots lead- 
ing up to the final holing out, or the 
name on the dotted line. He compared 
the drive to the first impression made 
on a sales call which if badly fumbled 
left little chance of making a hole in 
anywhere near par. 

In the approach shot, the seller must 
endeavor to show the prospect how his 
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service or product can be of use to the 
That is the next necessary 
step in approaching the green and it 
should be followed up with a quick 
shot to the green, which involves show- 


customer. 


ing the prospect how his product is su- 
perior to competitor's, or, if that is not 
possible, engendering confidence in the 
seller’s brand or himself, so as to ob- 
tain the buyer’s preference in that way. 
Finally, the last shot or putt in this 
game of selling, said the speaker, is 
securing the prospect's name on the 
dotted line. This is frequently the trick- 
iest of all and may ruin good work done 
before if not skillfully handled. Many 
fine golfers lose out on the putt, said 
speaker Dowsett, and many good sales- 
men do the same because they are over 
anxious and nervous or not firm enough 
or for some hundred other reasons. 
Mr. Dowsett was awarded a hearty 
vote of thanks by J. O. Deegan who 
commended the speaker on the basic 
facts of salesmanship which he had been 
able to dramatize through his analogy. 


Price Maintenance in 
British Columbia Established 


“By its action in en- 
acting legislation giving manufacturers 
the right to establish and protect their 
own retail prices should they wish, 
British Columbia has made an impor- 
tant contribution to sound merchandis- 
ing in the Dominion,” stated Ruthven 
Ritchie 
Co., Ltd., Toronto, in an address before 
the Advertising and Sales Bureau of the 
Vancouver Board of Trade. 

Mr. Hay said that he was very favor- 
ably disposed toward the principle of 
the new legislation which empowered 
manufacturers, through the assistance 
of the courts, to maintain their minimum 
prices if they so desired. 


Hay. president of Harold F. 


Wildroot Adds Vegetable 
Oil to Its Hair Tonic 


According to an an- 
nouncement by the Wildroot Co., Fort 
Erie, Ont., recent surveys show that 
many men are using hair tonics for re- 
lief of scalp ailments who are also in- 
terested in having a product which 
would keep the hair groomed for the 
day. Accordingly the Wildroot Co. has 
added pure vegetable oil in the right 
proportion to Wildroot hair tonic to pro- 
duce Wildroot hair tonic with oil and 


they recommend it for the use of dry 
scalps and for hair grooming. 


Harold F. Ritchie Co. to 
Manufacture New Skin 


C. J. Weedon. presi. 
dent of J. C. Eno (Canada) Ltd., re. 
cently announced that his company had 
purchased the trade mark on all rights 
of the New-Skin Co. in Canada and that 
New-Skin would be manufactured here 
and merchandised by Harold F. Ritchie 
Co.. Ltd.. Toronto. 


Dr. West’s Tooth Paste 
in Waxed Tubes 


At the same time that 
they are introducing a new 50-cent size 
of Dr. West's tooth paste. the Weeo 
Products. Toronto, are also adopting a 
new packaging process. Before being 
filled. the tubes are waxed on the in- 
side by dipping in liquid wax and then 
placing in an oven where the wax is 
baked on to the metal. Special equip- 
ment was required to be installed for 
this purpose. The advantages claimed 
for this procedure of packaging is that 
it avoids discoloration of the paste and 
prevents it from losing flavor over a 
long period of time. 


Cosmetic and Drug 
Business Outlook Good 


The drug and cos 
metic manufacturing trades in Canada 
are for the most part very optimistic in 
their outlook for the year 1938. Many 
of these manufacturers experienced, in 
1937. the best year since the business 
decline. Despite the fact that there was 
a slight reaction from the situation in 
the United States, this was largely 
counter-balanced by a very encourag- 
ing Christmas trade. 

In order to get a general view of the 
picture in Canada, The American Per- 
fumer interviewed a number of promi- 
nent cosmetic drug and_ proprietary 
article manufacturers and suppliers do- 
ing business on a coast-to-coast scale. 
In most instances opinions expressed 
were decidedly optimistic. 

The view was expressed that the in- 
creasing trend toward stabilized prices 
has been responsible to a large extent 
for the favorable tendency towards bet- 
ter business by drug retailers. 
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Ponp’s Cold Cream for Cleansing, 


in four sizes of jars. 





Model H Double World Automatic Straightaway Labeler equipped with portable truck. Another example 


of how World Labelers meet special requirements. 





; World Labelers are made in four types, World Automatic Straightaway 
i Labeler, High Production World Automatic Straightaway Labeler, World 
Vv . i) ’ . . 

Automatic Rotary Labeler and Model «S” Semi-Automatic Labeler. 


ECONOMIC MACHINERY COMPANY, Worcester, Massachusetts 


8 World’s Largest Makers of Automatic and Semi-Automatic Labelers 


b Chicago: Napoleon Savaria, 410 Monadnock Bldg. New York: 15 Park Row Geller-Barstaedt Co., Inc., 161 E. 33rd St. 


Pittsburgh: E. V. Novak & Co. Baltimore: James Y. Bonsall, 3120 St. Paul St. San Francisco and Los Angeles: Western Stopper Co. 
Seattle—Portland: K. A. Moores, Inc. Toronto—Montreal: Golden Gate Mfg. Co., Ltd. London: Purdy Patent Machinery Co., Ltd. 
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(Continued from page 36) 
used as prepared, or allow for fur- 
ther dilution. The mixture of pow- 
der and water (boiled or distilled) 
should always be allowed to stand 
over night. 


Do Not Take Liberties 
With Recipes 


It is with these powders that the 
free-lance amateur manufacturers 
take liberties with recipes, evidently 
believing that if a 2‘ solution is 
good, 10% should be better. The 
resultant jelly may be more effective 
in plastering the hair down, but it 
must be remembered that it will 
cause tHe appearance of propor- 
tionatel¥ more* “dandruff,” and _re- 
quire proportionaté, caution in any 
“ouarantee not to flake.” 





As was said before, success in the 
use of these waving fluids devolves on 
the artistic sense and good taste of 
the user. If the hair is so straight 
that it takes a finger wave only with 
difficulty and will not hold it, ob- 


viously, it should not be finger- 
waved. If more hairdressers were 
accomplished now in the almost 


moribund art of marcel-waving, they 
would know to produce the same 
soft wavy effect in resistant hair by 
the deft use of an iron, and every- 
body would be happy. 

But that is another story. Suffice it 
to say here in conclusion that these 
fluids, compounded 
properly, sold with reasonable, hon- 
est claims, and used _ intelligently, 
perform a valuable service in hair- 
dressing, and it is to be hoped that 
they will not be abused. 


waving when 





TEGHNIGAL 


Sulfonated Castor Oil 


Janistyn 


writing in Seifensieder Ztg., 64, 8. 
1937, finds that sulfonated castor 


oil containing sodium salts might 
cause turbidity in liquid postassium 
soap preparations. Sulfonated cas- 
tor oil is of little value in preventing 
the precipitation of calcium soaps, 
and when used in greater amounts 
has a deleterious effect on the potas- 
sium soap as a detergent. 
L 
Turbidity—Turbidity in dilute soap 
solutions according to P. Ekwall writ- 
ing in Kolloid Ztg., 77, 320, 1936, is 
due to either free fatty acid or an acid 
soap. The greater the dilution, the tur- 
bidity is due to fatty acid. In more 
concentrated solutions the turbidity is 
due to acid soap. Thru Chem. Abst. 
obs 


> 


Quinoline Derivatives—These are de- 
scribed by M. L. Hewitt in P.E.O.R.. 
28, p. 250, 1937, for their use in per- 
fumery. The best known quinoline 
derivatives are the methyl-quinolines. 
The para derivative has a smoky 
odor, becoming honey-like on dilu- 
tion. The 7-methyl derivative is more 
floral, and somewhat like lilac. The 
2-methyl quinoline possesses a lilac 
note against a background of quino- 
line. Iso-butyl quinoline is a base 
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ABSTRAGTS 


for artificial oak-moss. Other quino- 
lines and miscellaneous synthetics 
are described. 


eb 


b~ 4 


Possible Sources of Danger — 
Cautionary comments on cosmetics 
are given by the Chief Medical Of- 
ficer of the Ministry of Health, in 
P. E. O. R., 28, 448, 1937. Dangers 
from cosmetics have been suspected 
by Sabourand in 1905. Lipstick der- 
matitis comes in strongly for its share 
of cosmetic difficulties. Perfumes in 
cosmetics are often the offenders, 
other times it is the coloring agent. 
Every class of cosmetic is discussed 
with its possible sources of danger. 


b 


» 


Jasmin Compositions — Sen-Gupta, 
Jr., gives some notes on jasmin com- 
positions, ancient and modern. One 
such formula contains the following: 
Benzyl acetate 40, amyl cinnamic al- 
dehyde 10, jasmone 5, jasmin abso- 
lute 1, sunthetic tube rose 5, cyclosia 
3, methyl ionone 2, opponax 5. 
phenyl propyl aldehyde 5, 
C,, in 10% solution 1, synthetic 
neroli 5, synthetic amber 5, kewda 3. 
benzyl propionate 3, linalol 3, and 
sandal Mysore 4 to make 100 parts, 
according to Indian Soap Journal, 
IV, 129, 1937. 


alcohol 









LEGISLATION WORTH 
WATCHING 


Kansas—A 4% tax on perfumes is 
included in Senate Bill 69. 

Kentucky—Registration will be re. 
quired from the manufacturer of any 
drug or cosmetic preparation or de. 
initial fee $1 for 
each preparation registered and the 
filing of complete labels and formula 
of each in a bill to revise the present 
Food and Drug Law. 
All articles for in- 
ternal or external use must pay a fee 
of 50e and be registered with local 
health boards under House Bill 410, 

Vew Jersey—A ten dollar tax for 
compulsory registration of trade 
marks is planned in Foran bill. ( Vig. 
orously opposed. Probably will not 
pass. ) 


\ ice as follows: 


Vassachusetts 


Vew York—a tax on chain stores 
ranging from $10 to $550 per unit is 
provided for in bills No. 816 and 
S 96. 

A bill to repeal the Feld-Crawford 
act has been introduced in the assem- 
bly by Crawford Hawkins. Under the 
present law retailers are required to 
sell “trade mark” goods at prices es- 
tablished by the manufacturer. 

All articles of merchandise must 
bear a mark of origin under Assem- 
bly Bill 171 amending the penal law. 

A tax of 10% on the retail selling 
price of every 
preparations is 
1450 and S 289. 

Pennsylvania — Philadelphia has 
passed a 2% city sales tax. It has 
been vetoed by the mayor but is like- 
ly to pass over the veto. 

Rhode Island—Retail outlets must 
post signs stating the country or state 
where the merchandise was manufac- 
tured under House Bill 686. 

Virginia—House Bill 169 requires 
all drugs, toilet preparations and 
dentifrices (except soap for which 


package of toilet 
proposed in_ bills 


no therapeutic claims are made) to 
be manufactured in the state under 
the personal supervision of a regis- 
tered pharmacist or some one ap- 
proved by the state Board of Phar- 
macy. An attempt by registered 
pharmacists to restrict to themselves 
control over the sale of cosmetics 
and toilet preparations as well as 
drugs and medicines is inherent in 
House Bill 170F. House Bill 171 
aims to amend the state pharmacy 
law by a revision of the entire act 
including cosmetics and control over 
advertising. 
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This product is one of the 
most satisfactory emulsifiers on 


the market. 


It is extremely simple to handle 
and will give a cream with a 


pH number below 7. 


If this product is of any interest 
to you we will be glad to 
submit an adequate sample and 


formula for its use. 





ARTHUR A. STILWELL & CO., Inc. 





CONSTANT RESEARCH 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele. 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soap, etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and all 
other Perfume and Flavor Materials that you 
may be using in your products. 


Here are a few testimonials received 
on Rose Paris 


",.. I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 
astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this." 


Oil Bouguet D’Orient 


for Face Powder 


"This has just come through from our powder 
manufacturer and we are more than de- 


lighted with it." 
* 


Oil Dentifrice 


"Your developing of the flavor for our dental 
powder is a marvellous achievement. We know 
of no one who could duplicate your result; 
in fact we tried other houses before being 
referred to you. 


Importers » Exporters » Manufacturers | F 0 M P A G N | E D U V A L 


601 W. 26th St., NEW YORK 
350 N. Clark St., CHICAGO 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A.B.,Ch.E. 


FOREMAN TRAINING 


A Midwestern university professor 
just completed a series of six lectures 
delivered at bi-weekly intervals. We 
sat through them with our sixty-two 
foremen to note and observe the re- 
We also wanted 
to determine if engineering college 


actions of the men. 
professors had made any progress 
heard them address 
The net 
result approached a flop and we were 
happy indeed that the fore-ladies had 
not been invited. 


since we first 
foremen twenty years ago. 


The extension courses as well as 
regular classes in sales and adver- 
tising, accounting and other usable 
business subjects were slow in com- 
ing into being. The series just fin- 
ished was dry and sketchy and was 
directed to the precision industries 
such as machine tools and semi-pre- 
cision such as electric and household 
appliances. It would appear that 
colleges have not yet taken cogniz- 
ance of the vast packaging industry 
and its various ramifications. All 
this suggests but one conclusion, 
namely, that we must continue to do 
our own training of the supervisory 
personnel apparently for quite some 
time to come. 


KEEPING MACHINE CHANGES 
TO THE MINIMUN 


Production men are prone to think 
of line changes from one product to 
another or from one size to a second 
in terms of lost machine time and 
mechanic’s labor consumed in mak- 
ing the change. By proper planning. 
the production line changes can be 
made out of regular hours so there 
is no lost machine time. Likewise by 
adhering to a definite procedure and 
providing the parts and tools at the 
mechanic’s elbow the labor cost can 
be reduced to the minimum. 

Of far greater importance, how- 
ever, is the 


factor sometimes not 
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given proper weight or overlooked 
altogether. This is the matter of ad- 
justments. When the line is changed 
it requires many minor adjustments 
and considerable production is lost 
and packages spoiled before every- 
thing is running along smoothly at 
capacity. 

When a line change is made all the 
nicities of adjustments making for 
efficiency are tossed to the four winds. 
They all have to be tediously arrived 
at all over again with every change. 
Here is the real leak, the real ex- 
pense. Thorough planning to keep 
down changes to a minimum affects 
not only the obvious saving of time 
and labor but keeps up the intangible 
not so 


easily measured efficiency 


which should approach the potential. 


PACKAGING LINE CHANGES 


When more than one size of the 
same product or two or more dissimi- 
lar products must be produced on 
the same packaging line there is usu- 
ally one best way to make the change. 
This is equally true whether the line 
be automatic or only semi-automatic. 
If the 
line is for filling liquids, for ex- 
ample, a definite procedure for 
changing the bottle cleaner, the filler, 
the capper, the labeler, the cartoner 
and case sealer can be set up. The 


Now to get down to cases. 


parts it is necessary to replace on 
each piece of equipment should be 
stored and brought to the job in a 
suitable receptacle. This may be a 
wood or metal box of proper size 
with the various parts suitably ar- 
ranged on shelves, in trays and on 
hooks. 

A typewritten table of the best 
order for dissembling and reassem- 
bling may be prepared from previ- 
ous experience. Instructions for mak- 
ing the change as well as all neces- 
sary adjustments may well be incor- 
porated. 

It is also well to provide right in 
the box the necessary tools, particu- 
larly if certain special ones are re- 
quired. These will 


save needless 


trips to the maintenance shop for for- 
gotten ones and if each has a definite 
place in the receptacle the liklihood 
of being left laying on the machines 
is reduced. Tools have been known 
to be left laying on the machine, then 
sometimes after it was started, they 
have vibrated off and fallen into 
moving parts causing serious damage 
to the machine and costly needless 
delay and loss of machine time. 


OPERATION ON A CYCLE 


Having manufactured a line of 
cosmetic, food and household special- 
ties, embracing over 300 in number 
we have frequently been asked how 
we did it. Obviously, unless the vol- 
ume on each were considerable they 
could not all be in manufacture con- 
tinuously. 
on a cycle. 


The answer is operation 


The cycle is one of four weeks and 
each product is made and packaged 
only once in sufficient quantity to 
cover twenty-eight days anticipated 
sales. Very close cooperation be- 
tween sales, sales promotion, pur- 
chasing, manufacturing and assembly 
departments and a sixth sense on the 
part of the planning department that 
gets the last guess as to correct quan- 
tity to manufacture are absolutely es- 
sential. 

Various ointments and creams were 
handled in sequence on the same five- 
way cooling belt. Machine time was 
carefully alloted on the tube filling 
and closing machine for tooth paste, 
shaving cream, brushless shave, baby 
ointment, bluing, neutral shoe cream, 
mending cement, white shoe dressing, 
stain remover and pure food colors, 
for example. 

There was precious little equip- 
ment whether manufacturing or as- 
sembly that did not find application 
for handling several and often quite 
dissimilar products on a definite 
schedule. It can and is being done. 
Any other procedure involves small 
inefficient equipment or much rela- 
tively idle floor space and infrequent- 
ly operated machinery. 
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SUMMER TIME! _ | 





DE-ODOR TIME! 





summer is just around the corner. Warm weather 
... wilting collars ... body perspiration, are 
synonymous. Everyone becomes acutely aware 


of the need for deodorant creams. 


PR E PA R E N O W to meet the warm 
Get vour share of the summer 


USE 


weather demand. 


market. ‘ i ‘ ‘ ‘ ‘ 


TEGACID 


as the base for your greaseless deodorant creams. 


Write 
us today for formulae which have proven unusually suc- 
instructions for utilizing 


cessful—together with detailed 


our modern emulsifiers. 


GOLDSCHMIDT ©'P- 


153 WAVERLY PLACE ¢ NEW YORK 
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SNE ink usnvnnedonviesca 132 Marietta Street, N. W. 
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Boulevard 
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| of cosmetics .. . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Your own brand 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 





We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 








CREAMS Sundries (Cont'd) Liquids (Cont'd 

Acne Cream Rouge After Shave 

All Purpose Eye Shadow Lotion 

Bleach Dusting Powder Deodorant 

Cleansing 

Cocoa Butter 

Cold LIQUIDS FACE POWDER 

Foundation Perfumes More than 70 

Lemon Toilet Water shades of the 

Tissue Shampoo highest grade in 

Beauty Mask Hair Tonic Light, Med. and 

Clay Pack Lotions Heavy weight 

Deodorant Skin Tonics carried in stock. 

Astringent The quality of 

SUNDRIES Brilliantine our Face Pow- 

Rouge Compact Powder Base der has a world 

Lip Sticks Muscle Oil wide reputation. 
“Klinker 

MFG. C 4G. CO 


9200-9210 Buckeye Rd., Cleveland, Ohio 








NEW PRODUCTS and PROCESSES 


Pocket hit of Vials 

The convenience and utility of glass 
vials are strikingly demonstrated by 
the leather pocket case illustrated 
containing six screw cap vials. A 


Bi 


Leather Case for Vials 


group of vials such as this, combin- 
ing easy portability, leak-proof ad- 
vantages, and attractiveness, forms 
an ideal unit for scores of purposes 
for perfumers, manicurists, chemical 
and pharmaceutical salesmen, drug 
store display, household medicine 
cabinets, etc. the Kimble Glass Co., 
Vineland, N. J. points out. 


Small Aluminum Bottles 


Aluminum bottles which are of- 
fered in a variety of popular sizes 
from 11% oz. capacity up, with both 
cork and screw top necks, are espe- 
cially suited for 
containers in 
traveling kits, ac- 
cording to the 
American Alum. 
inum Ware Co., 
Newark, N. J. 
They are light 
in weight, un- 
breakable and 
may be sprayed 
or decorated to 
harmonize with 
the kit, it is 
pointed out. Larger size bottles up to 


RRR ORIN 
Aluminum Bottle 


5 gallons capacity it is added are es- 
pecially useful as containers for es- 
sential oils. 


Formaldehyde Perfumes 

A new group of perfume special- 
ties which will be identified by the 
registered name Aldaromes is offered 
by Fritzsche Brothers, Inc., New 
York City. 


Nine distinct odor types 
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are listed which, it is stated, make 
the masking of obnoxious formalde- 
hyde odors practical and complete. 

It is stated that each type is a 
complex mixture of pure essential 
oils and aromatic chemicals, ready 
for instant use without preliminary 
preparation. In the proportion of 
one-half ounce of Aldarome to a gal- 
lon of 40% formaldehyde a clear 
pleasantly scented solution suitable 
for sprays and embalming fluids is 
produced; and, it is added, the addi- 
tion of methanol to prevent freezing 
has no effect on the perfume. The 


odors include lily, lilac, jasmine, 


lavender, pine and four bouquets. 


Perfumed Showers 

A newly invented fitting for per- 
fuming and softening the water of 
shower baths and bath sprays is an- 


Zest Fitting Attached and Tablets 


nounced by the Stanley-Oliver Mfg. 
Co., 1414 S. Wabash Ave., Chicago. 
Ill. The new fitting is called Zest 
and is furnished in two models: one 
for all makes of metal showers and 
another for all types of bath sprays, 
shoulder showers, portable and suc- 
tion cup showers equipped with rub- 
ber tubing. According to the manu- 
facturers, the fitting may be readily 
attached in a few minutes time. Both 
types are made of brass, one being 
chromium plated and the other nick- 
el plated. 

Prepared for use with the Zest fit- 
ting are Zest shower bath tablets 
which are claimed to last from 15 to 
20 minutes in use. The tablets, it is 
stated, dissolve slowly and one tab- 
let usually is enough for two or 
possibly three showers. Three frag- 


rances are available: pine, gardenia 
and lavender. The tablets are sup. 
plied in bottles of 24 each. 


Automatic Electric Control 


The interesting possibilities offered 
by photoelectric eye and solenoid 
valve hook-ups in manufacturing toi. 


Apparatus for Electric Eye Control 


let preparations and allied products 
are pointed out by the Davis Regula- 
tor Co., Chicago, Ill. which supplied 
the automatic electric control equip- 
ment in the new Campana plant in 
Batavia, III. 

Advantages claimed for this type 
of set-up are: it completely removes 
the chance for human error; for no 
one can forget to put in any ingredi- 
ent and the complicated manufactur- 
ing process is duplicated exactly each 
time. In addition, it is stated, it serves 
to guard effectively against revealing 
secret formulas to unauthorized ob. 


servers. 


Vari Visco Filling Machine 

For filling cold cream, salve and 
other semi liquids up to 150 con- 
tainers per minute, the Karl Kiefer 
Machine Co., Cincinnati, Ohio, offers 
the new two stream vari visco filling 
It has a variable speed 
drive with a handwheel control, a 
range shift, a speed indicator and an 
automatic safety stop. According 
to the manufacturer’s description, it 
is made so that all the operator does 
is to load the jars on the feed con- 
veyor and the rest is automatic from 
start to finish, jars being filled neat- 
ly and accurately without splash, 
drip, waste or mess. 


machine. 
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S.D. ALCOHOLS 


One hundred years of experience behind U.S.1. products assure you of consistent purity. Fifteen U.S.1. sales divi- 


sions throughout the country are your guarantee of prompt deliveries and ready service. Insure yourself with this 


double protection—uniform products and efficient service—by specifying U.S.1. alcohols. 


60 East 42ND STREET, NEw York 
Ul. Sc. i N D U STRIAL ALCo H 0 L Co. BRANCHES IN ALL PRINCIPAL CITIES 


World’s Largest Producers of Industrial Alcohol 







Cleaning 


It seems incredible that the amount 
of dirt shown above could be taken 
from 2,000 bottles. It is true 
though and this machine did it. 


Bottles washed with water mean several handlings 
with much time out for drying. This is all saved 
by this machine. A perfectly cleaned and dry 
bottle prevents possible contamination of your 
products. This machine can be supplied for 
either cleaning or filling separately. 
If you are interested in simpler handling, smoother 
broduction and protecting your product, send 
the coupon today. Alsop service is always 
ready to help you with any processing problem. 


AL Op MIXERS @ AGITATORS @ FILTERS 
S GLASS COATED TANKS @ RINSERS 
Sy BOTTLE FILLERS @ CAPPING MA- 
He S, d CHINES e LABELING AND CON. 

q-opee VEYING EQUIPMENT e ASBESTOS 


DISCS FOR ALL FILTERS @ PORT- 
EQUIPMENT ABLE PUMPS. 


March, 1938 


WASH YOUR BOTTLES WITH DRY AIR 
AND FILL THEM IN ONE OPERATION 


i engineers present a new 
semi - automatic Hy - Speed 
and Filling machine. 
With only one handling operation, 
bottles are placed on the convey- 











or, cleaned with Dry Air filled with 
your product and passed on for 
capping, labeling and packing in 
one continuous operation. 













ALSOP ENG. CO., 447 Main St., MILLDALE, CT. 


Send complete information about the Cleaning and Filling machine. 








FIRM.. 

ADDRESS ‘ , 

CITY . STATE 
BY MR POSITION 






NEW 


PUBLICATIONS 


Unless otherwise stated, copies of any of the material mentioned 


in this section may be secured by writing direct to the company. 


[] Any Woman Can Look Lovelier 
is the title of a Barbara Gould Inc., 
New York, N. Y. booklet recently is- 
sued. A previous booklet with the 
same title was revised and brought 
up to date so as to include additions 
to the line in this edition. 


[] The Diversity of Uses for Durez 
make up an interesting issue of Durez 
Packaging News which has been is- 
sued by General Plastics Inc., North 
Tonawanda, N. Y. In it the company 
illustrates and describes various prod- 
ucts and molded with 
Durez. Of the sixteen products illus- 


containers 


trated, six were made for companies 
in this industry. 


[-] The Drum Key of Magnus, Mabee 
& Reynard. Inc., New York, N. Y. 
for February explains the control 
system to determine the contents of 
any M M & R product by its refer- 
addition 
there are several pages of interesting 


ence control number. In 


miscellany. 


[-] Laboratory stirrers manufactured 
by the Eastern Engineering Co., New 
Haven. Conn.. are described in a 10 
page leaflet issued by the company. 
Portable mixers also made by the 


company are described in a special 


12 page catalog. 


[-] Alcohol and the Growing Knowl- 
edge of the Atmosphere is the sub- 
ject of the latest issue of “Alcohol 
Talks” and the 156th in the series, 
issued by the Commercial Solvents 


Corp., New York. N. Y. 


] A directory of members of the 
Association of Consulting Chemists 
and Chemical Engineers Inc., New 
York, N. Y., has been issued. In 
addition to the directory it contains 
one page statements of the activities 
of each member and a key sheet 
showing the various types of work 
handled by the members. Copies are 
furnished on request. 


[-] The Year Book and Diary of the 
Perfumery & Essential Oil Record for 
1938 has been distributed by the pub- 


76 


lishers, G. Street & Co. Ltd., 8 Serle 
St., London, W.C. 2, England. In 
addition to the usual calendar data 
it contains pages devoted to the con- 
stants of essential oils, synthetics and 
isolated products; and data on essen- 
tial oils of the B.P. and U.S.P. and 
world import duties on perfumery. 
cosmetics and soaps and other useful 
data. 


| Imported Perfume Bottles—About 
six dozen different styles of bottles 
and vials imported from Czecho Slo- 
vakia, Germany and elsewhere by the 
Sudbury Import Co., New York are 
illustrated in a catalog just issued by 
that company. 


| The Spanish Edition of the U. S. 
Pharmacopoeia, Eleventh Decenial Re- 
vision (U.S.P. XI), sponsored by the 
Board of Trustees of the U. S. Phar- 
macopoeial Convention, has just come 
from the press. It forms a volume of 
695 pages, with a detailed index, and 
at the end there is a list of official 
titles in both English and Spanish. 
This is the fourth edition of the U. S. 
Pharmacopoeia which has been trans- 
lated into Spanish and published by 
the U.S.P. Board of Trustees. 


| Radio and facts about it are 
discussed in a 50 page booklet by 
H. K. Boice of the Columbia Broad- 
casting System, New York, N. Y.. 
which has been published by that 
organization. It is a reprint of a 
chapter in the “Handbook of Adver- 
tising” by Weiss, Larabee and Ken- 


dall. 


Essential Oils, fruit essences, per- 
fumers’ materials, vanilla beans, nat- 
ural flower products and aromatic 
chemicals offered by George Lueders 
& Co., New York, N. Y., are listed in 
the wholesale price list for March 
which has just been issued by the 
company. 


[] New and Redesigned Units which 
the Alsop Engineering Co., Milldale, 
Conn., is introducing, as well as the 
complete line of Alsop equipment, 
are described and illustrated in an 


attractive 36-page catalog which has 
just been issued by the company, 
Five pages are devoted to the de. 
scription of new types of mixing ma. 
Other new equipment de. 
scribed includes a definite advauce 


chines. 


in cleaning and filling machines; g 
new combination for coarse or first 
filtration; an asbestos disc filter for 
fine filtration and a larger Labelit 
machine. 


Saving Minutes Saves a Day is the 
way Fritzsche Brothers Inc., 76 Ninth 
Ave., New York, N. Y. refers in a 
flyer attached to its latest wholesale 
price list to the installation of a 
Western Union teletype in its offices, 
As a_ result 
avoided and the handling of orders 
is expedited. Companies finding it 
necessary to wire Fritzsche Brothers 
Inc. are advised to route their mes- 


messenger service is 


sages via Western Union to the com. 


pany, W. U. X. New York. 


New U. S. Customs Regulations 
are given in the Custom House Guide 
for 1938. It contains regulations of 
1937 and because of the 16 reciprocal 
trade agreements with foreign coun- 
tries the volume was completely re- 
vised. The volume sells for $15. 


Industrial and Pharmaceutical 
Chemicals offered by R. W. Greeff & 
Co. Inc., New York City, are listed 
in a catalog just issued by the com- 
pany. It also includes specialties for 
various purposes. 


Dyes and Other Synthetic Organic 
Chemicals in the U. S. are covered 
in Report 125 for 1936 just issued 
by the U. S. Tariff Commission, 
Washington, D. C. 


Progressive Perfumery and Cos- 
metics edited by Dr. S. Isermann and 
published by Van Dyk & Co., Jersey 
City, N. J., contains the following 
articles: “Establishing the Value of 
Sunburn Preventive Material,” “Im- 
proving the Oil Shampoo and Mak- 
ing Lipstick Resistant to Tempera- 
ture Changes.” 


The American Chamber of Com- 
merce in France has issued its first 
bulletin, less formal in tone and for- 
mat in place of the magazine Franvo- 
American Trade. The bulletin aims 
to keep members posted on com- 
mercial news of importance. 
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VELIZAR BAGAROFF 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
This quality product is especially worthy of your consideration. 


Sole Agents for the United No bat) 


Sole Aqents for Canada: W. J. BUSH & C 
g 


OT EP 


LAVENDER 


BUSH & CO 


Canada) Ltd., Montrea 


ALTITUDE 


It costs more than inferior oils: — it's real Lavender. 


Selected from the finest producing. regions, representing the highest 
standard in quality, odor, uniformity. 


Beda V0Ya (Caos | ori tose ae 
WwW. J. BUSH & CO. 


cw yO. K 


READ the title carefully .. . 


THE NEW PSYCHOLOGY 
OF 


SELLING & ADVERTISING 


BY HENRY C. LINK, PH. D. 


..» then explore the book from cover to cover. BE AMONG 
THE FIRST to learn the “new sales psychology": How to 
avoid consumer's sales resistance and how to utilize his 
existing desires in making sales. This novel idea is in direct 
contrast with the former method—overcoming the cus- 
tomer's sales resistance . . . Dr. Link shows you how a 
study of the customer's personality and buying habits is 
the most important factor in selling. He explains just how 
you should make this study. . .. A few subjects the book 
includes: Copy Testing, Market Surveys, Radio Advertis- 
ing, Consumer Buying Habit, Predicting New Fashions, De- 
tecting New Trends, and Recording and Statistical Methods. 
You will want to read this volume, not one, but many times. 


Order your copy AT ONCE. It costs only $3.15 postpaid. 


Robbins Publications Book Service 
9 East 38th Street 
New York City 


| am enclosing $3.15. Rush me a copy, postpaid, of Dr. Link's, 


THE NEW PSYCHOLOGY OF SELLING AND ADVERTISING. 
Name 
Address 


City and State 


March, 1938 





Manufacturers of 


COSMETIC COLORS 


of UNQUESTIONED SUITABILITY 
for 

FACE POWDERS 
ROUGES LIP POMADES 
COMPACTS EYE SHADOWS 


Our Cosmetic Research Laboratory Is Well 
Equipped To Cope With Your Color Problems. 


LIPSTICKS 


Originators 
of 
Fine Cosmetic Colors 
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ROSEBANK, STATEN ISLAND 


NEW YORK, N. 1 
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QUESTIONS AND ANSWERS 


75.—SOAPLESS SHAMPOO 


Q. Could you kindly supply us with 
formula for lathering soapless sham- 
poo, non-alkaline, of the highest 
quality.—R. S., Stockholm. 


A. Outside of the information al- 
ready published in this department 
and in Navarre’s Desiderata, we have 
little to add. If you haven't the Wet- 
ting Agents Bulletin, we will be glad 
to send this to you free. Under sep- 
arate cover, we are sending you in- 
formation on specialties. 


176.—CUTICLE AND NAIL CREAM 


Q. Please send me a formula and 
working directions for a cuticle and 
nail cream. I have worked out sev- 
eral formulas myself but I have not 
had much success with them. I would 
also like formula for permanent wav- 
ing lotion for machineless waving 
and for machine waving too. I have 
several but am not satisfied with 


them.—P. K.. Milwaukee. 


A. Try the following formula quoted 
from Pharmaceutical Formulas, Vol- 
ume II: White wax 1 ounce, sperma- 
cetti 14 ounce, white soap 1 ounce, 
sweet almond oil | 
neroli 15 mins. This formula with 
modifications may satisfy your need. 
As for permanent waving solution, 
you had better have these developed 
for your particular machines and 
needs. 
are so difficult to formulate properly 
that we do not feel competent to ad- 
vise you on this particular problem. 


ounce and oil 


Permanent waving solutions 


177.—ALMOND LOTION 


Q. We are making an almond lo- 
tion using diglycol stearate, traga- 
canth, water with benzaldehyde and 
oil bergamot. Without preservative 
this separated in a few days. Using 
0.1% sodium benzoate there is still 
a very slight separation at the end 
of two weeks. The product also gets 
thinner and pearly in about two 
weeks. What causes this and how 


78 


can it be remedied?—H. B., Minne- 
apolis. 


A. It is obvious that your product 
needs a preservative. Since you did 
not give us your formula, it is im- 
possible to suggest modifications. It 
is possible that you are using too 
much of one of the ingredients. The 
pearliness is probably due to digly- 
col stearate. Thinning is sometimes 
characteristic of tragacanth mucilage, 
if made improperly. 
acts similarly. You can assure your- 
self a pearly product, by adding a 
small amount say 1% of stearic acid. 
Most lotions get better after a couple 


Fermentation 


of weeks. Some manufacturers store 
their product a short while, before 
bottling it. 


78.—HAIR BRILLIANTINE 
Q. Please give me a formula for a 
hair brilliantine—J. H. M., New 
York. 


\. Try the following: corn oil 45°, 
light mineral oil 55%. Mix the two 
oils well. Then take 99 parts of the 
mixture and add 1% perfume. Rose 
If you pre- 
fer, color with oil yellow or red to 
suit. Use 1/10% antioxidant to pre- 
vent spoilage of corn oil. 


or Lilac are popular. 


179.—CLOUDY SHAMPOO 


Q. We have trouble with cloudiness 
in both soap and oil shampoo. What 
improvement would you suggest? We 
are making an oil softener to cleanse 
and soften the hair. We tried min- 
eral oil with the following but the 
mineral oil always comes to the top. 
Perhaps you could give us a better 
formula or some certain products to 
use. Our formula follows—M. M., 
Minneapolis. 


A. Shampoo cloudiness is due to so 
many factors, that it is impossible 
for us to guess what your difficulty 
may be. Particularly so, since we 
do not know the composition of your 
product. Under separate cover we 


are giving you the name of a wetting 
agent described in Navarre’s Desi- 
derata a short time ago, which is 
reputed to overcome cloudiness. Re- 
garding your oil hair cleanser and 
softener, we can say that you will 
never get the mineral oil into solu- 
tion using the technique you do. In 
addition, your formula is all out of 
kilter, several of the ingredients used 
have no business there. You are us- 
ing too much mineral oil, and too 
little sulfonated oil. The Wetting 
Agents Bulletin obtainable free from 
the American Perfumer on request, 
describes this type of product. We 
suggest you see the Bulletin for fur- 
ther help. 


180.—BUBBLE BATH 


(). Lf you have any information re- 
garding the formula for a_ bubble 
bath in powder and liquid form, we 
should much appreciate it if we 
could hear from you in regard to 
this. Please give suppliers of mate- 


rials.—K. C., Manitoba. 


A. Obtain a copy of the Wetting 
Agents Bulletin which gives names 
and sources of all available wetting 
Any foam or bubble bath 
product will have to be based on 
these, together with the possible ad- 
dition of saponin in small amounts. 
Wetting Agents Bulletin is free on 
request, from American Perfumer. 


agents. 


181.—CLEANSING CREAM 


Q. We list below formula on cleans- 
ing cream, which we have been man- 
ufacturing and on which we have re- 
cently experienced trouble with a pre- 
cipitate forming in the cream, giv- 
ing it a grainy appearance. Please 
suggest a remedy for this condition. 


—O. V., Caiif. 


A. The precipitate is probably borax 
or boric acid. Increase your water 
in this formula by one gallon or add 
one pound of glycerine to the for- 
mula, adding it to the water. We 
prefer to increase the water, if we 
were making it. 
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TRY THESE | AMYL BUTYRATE 


ETHYL BUTYRATE 
SUA ADS 
ETHYL BENZOATE 
IN YOUR PRODUCT 
METHYL BENZOATE 


YOU WILL BE PLEASED WITH THE RESULTS 


The NORTHWESTERN CHEMICAL Co. 


orporated i882 WAUWATOSA, WISCONSIN 
THE LARGEST MAKER OF BUTYRIC ETHER IN THE WORLD 


. O O R Cl HUULUULVIAVALNOUNAUOLULAUTAULU ULV LAUREL 
| 0 
G a rden Flo wers 


LET US SOLVE 
YOUR PROBLEM = 
ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 
pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 
O For Rouges, Face Powder, Lipsticks. 
CARMINE No. 40 
SAPONINE 


—the Perfect Foam Producer 
ALSO 
CERTIFIED FOOD COLORS 


LEEBEN CHEMICAL CO., Inc. 
Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210-0211 


) 





a new, remarkably fine cream odor 
. also suitable for an entire 
cosmetic line 


This garden-fresh fragrance has been especial- 
ly created by our Research Laboratory to 
provide you with a quality appeal odor at 
modest price. Does not irritate. You'll find 
it an immediate success factor for the new 
cream you plan to introduce . . . or for all 
items in a complete cosmetic line. 


Shall we send you a test sample? Write 
today! 


P. R. DREYER INC. 


12 EAST 12th STREET, NEW YORK 


LOS ANGELES, CALIF. ST. LOUIS, MO. 
SAN FRANCISCO, CALIF. CINCINNATI, 0. 
KANSAS CITY, MO. BALTIMORE, MD 
NEW ORLEANS, LA. HOUSTON, TEXAS 
CHICAGO, ILL. DES MOINES, IA. 
DETROIT, MICH. PHILADELPHIA, PA. 


MUA Cl 


CI HANLON 


WWII AULA 
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(Continued from page 34) 


To comply with the provisions of 


this portion of the Bill, any person 
engaged in commerce may apply for 
registration on the Supplemental 
Register of any mark being used, or 
immediately intended to be used, by 
the applicant by filing papers of ap- 
plication and payment of the sum of 
$5.00, and if found registrable, the 
Commissioner shall issue a certificate 
to that effect. Such marks shall be 
published may 
from the 


and be expunged 
any 


petition of any person damaged or 


register at time on 
if unused after two years from regis- 
tration. Such registrations shall re- 
main in force for twenty years unless 
sooner cancelled and shall not be re- 
newable. 

The chief changes in this section of 
the Bill from the present Act govern- 
ing the subject matter are the reduc- 
tion of the Government fee, the can- 
cellation of the registration if the 
mark is unused after two years from 


PRACTICAL 


MORE HAND CREAM BUSINESS: 
With authoritative sanction for sub- 
stituting sorbitol in place of glyce- 
rine in cosmetics, hand creams can 
Many 
are allergic to glycerine and regret- 
fully refuse a hand cream they would 
otherwise because of their 
skin Where the substitu- 
tion of sorbitol has been made the 
label should be plainly marked “Im- 
proved product 


gain an advantage. women 


prefer 
reactions. 


and 
salespeople instructed to remind wo- 
men of this improvement. 


no glycerine” 


TO STOP MOSQUITO BITES: (Ralph 
C. Harry explains a product for this 
in the May 1937 
Manufacturing Chemist). The vir- 
tue of such relief lies in the accessi- 


purpose issue of 


bility of the preparation at the time 
the mosquito makes his attack. Pack- 
age it in vials or very small bottles, 
well capped, convenient to carry in 
handbag, pocket, automobile case, 
beach rool, first aid camp kit and 


the like. 
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registration, the registration of trade- 
marks immediately intended to be 
used, the inclusion of the configura- 
tion of goods and its non-renewal. 

It is the seeming intention of the 
Bill that unless the mark is used 
within two years from its registration 
under the Supplemental Register, it 
is to be cancelled, but the words “if 
unused after two years from registra- 
tion” will allow the registration to 
stand for twenty years after registra- 
tion, at which time the registration 
will expire. This section should read 
“if unused within two years from reg- 
istration”. 

It is evident from the above that 
this Bill now before the Committee 
on Patents of the House of Represen- 
tatives is of the utmost importance to 
every owner of trademarks, and that 
its various provisions demand the 
most careful consideration of those 
whose business depends upon the 
proper protection of their trademark 
rights. 


SALES IDEAS 


MAKE FELT PADS LARGER: = The 
little felt pads saturated with a 
cleansing solution which Mr. Navar- 
re mentioned in the February issue 
of The American Perfumer (see 
this page 41) are actu- 
ally too small in area to do an ef- 
ficient job. They should be cut lar- 
ger either round or square and the 
repeat business would roll in accord- 
ingly, for women would take them 
much more seriously and not only 


also issue 


as emergency measures. 


OVERCOME DRIPPY LIPSTIChS: 
There’s still room for improvement 
in lipsticks. 


resorts, 


Warm weather means, 
beaches and sunbathing. 
Cholesterin in lip crayons actually 
prevents drying and cracking of lips 
which occurs almost as much in hot 
weather as in cold. But the crayon 
with cholesterin does not become as 
soft and smeary as other softening 
and non-chapping agents such as 
cocoa butter, etc., and is therefore 
more suitable for warm weather and 
hot climate lip rouge. 













HOW MANY F's? 


Count the F’s in the sentence be. 
low as you read it. Count them 
once—don’t go back and count them 
again. 

“A study of the toilet goods indus. 
try reveals the fact that the satura. 
tion point for American toiletries jg 
further away than in England, Ger. 
many, Italy or France; and that the 
per capita cost of all toilet prepara. 
tions in the United States is equal to 
two three-cent stamps per week.” 

If vou counted three F’s you are 
supposed to have an average intelli. 
gence. If you counted four you are 
above the average. If you saw five 
you did well; and if you caught all 
six you are a genius according to the 
Psychology rating card. 


ENCOURAGES USE OF 
COSMETICS 


\ director of one of the largest 
life insurance companies employing 
thousands of young women says: 

“We encourage the use of cosmetics 
among our girls within sensible limi- 
tations. Heightened effectiveness, as- 
surance and general competence may 
be gained by skillful make-up. Ifa 
girl feels that she is attractive and 
personable, why, then, fear, awkward- 
ness and self-consciousness are less- 
ened, and she is apt to be a much 
better worker, with greater chances of 
success. Most girls, we find, are in- 
telligent about such things, and all 
they need is a little sensible guid- 
ance.” 

In today’s fierce competition for 
jobs, the vanity case is an indispen- 
sable arsenal. The Salvation Army 
knows how true this is. At their New 
York home and employment agency 
for white-collar girls, one of the main 
activities is helping the girls get cos- 
metics. If necessary, they are taught 
how to make up attractively, and to 
get the best effects out of a meagre 
wardrobe. 


AN OPTIMIST 


\ full-fledged optimist is the man 
who went into a drug store the other 
day and ordered the following from 
the clerk at the toilet goods counter: 
“Please let me have one bottle of 
Dandacide hair tonic, a hair brush 
and a comb.” —The Pioneer 
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TELEPHONE BEEKMAN 3-3156-3162 
CABLE ADDRESS PARSONOILS, NEW YORK 


M:-W-: PARSONS 


IMPORTS 


AND 
PLYMOUTH ORGANIC LABORATORIES - INC: 


55 ANN STREET 
NEW YORK-:-N-Y-U-S:-A: 
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maintain our connection today with the original refiners of it abroad. 


"Extra Heavy" grade has a Specific Gravity of .885-890 and a guaranteed Vis- 
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GIVE YOUR CREAMS A NEW 


SELLING IMPETUS 
IN 1938 WITH OUR 
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1 to 
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Wee 
always has been, ITALIAN TALC. MOE iw iP 


Users of talc throughout the world know that the 
natural rockstone found in Italy produces a super- 
fine product. Besides having an unusual silky tex- 


ure, it has all the features that are most desired. 


There is mo substitute for ITALIAN TALC. 


CHARLES MATHIEU 


se a ae 
Exclusive dials of i ‘nies Delite 


120 LIBERTY ST., NEW YORK, N. Y. 


March, 1938 





These beautiful and practical jars 
are made of the finest plastic 
material obtainable . . . extreme- 
ly light in weight . . . embody- 
ing highest craftsmanship in con- 
struction . . . strong and durable. 
Supplied in various exterior col- 
ors. The inside is fast cream- 
color that will not run or tint the 
finest cosmetics or creams. Illus- 


trated is only one style, which is 
furnished in eight sizes, ranging 
from '/g ounce to 8 ounces. 


We are also headquarters for 
novelty bottles and all types of 
bottles for toilet preparations— 
as well as headquarters for 
VANITY BLOWN OPAL JARS 
and STREAM LINE FLAT OPAL 
JARS. 


Get full details now—write TODAY! 


GLASS PRODUCTS CoO. 


GLASSWARE 


VINELAND «+ NEW JERSEY 





REVIEWS OF TECHNICAL BOOKS 


[]ScuimmMet & Co. ANNUAL ReE- 
PORT ON ESSENTIAL OILS AND SyYN- 
THETIC PERFUMES. 1937. Published 
by Schimmel & Co., Miltitz, Ger- 
many. Distributed by Schimmel & 
Co. Inc., 601 West 26 St., New York, 
N. Y. Translated by Dr. F. Rochus- 
sen and G. Walker, B.Sc. 166 pages. 


The interesting and always appreci- 
ated annual publication, the Schim- 
mel Scientific Report, has just been 
presented in its 1937 edition. The 
book is in its standardized form, 
marshalling a large array of facts, 
figures and findings under its usual 
department headings. The difficulty 
of reviewing such a mine of informa- 
However among 
other things this reviewer found note- 
worthy is the encouraging statement 
that the improvement in essential oils 
and perfume materials mentioned in 
the previous edition has been main- 
tained and augmented. 

Running through the items alpha- 
betically we strike many interesting 
bits of information: angelica culti- 
vation in Thuringia has been extend- 
ed far beyond other years, with a 
resulting fall in prices; the scarcity 
of anise resulted in increased fre- 
quency of adulteration with ter- 
penes; Formosa has exported consid- 
erably more camphor than previous- 
ly, in particular to the United States, 
while exports from Japan proper de- 
creased by nearly a third; further 
news of camphor, in the statement 
that 18 to 20 tons have been pro- 
duced in Russia from a variety of 
Basilicum imported from Africa in 
1928; Russia’s offers of coriander oil 
or seed were negligible and the sup- 
plies were exhausted by the end of 
the year. 

The export of citrus oils from Sic- 
ily and Calabria has fallen and the 
American export has increased; Al- 


tion is obvious. 


geria’s geranium oil export rose, as 
did that of Réunion. An interesting 
study by Loesche of the Tyrolian 
Pinus pumilio is summarized. Lav- 
ender had a rich harvest in France 
and is also being grown and studied 
in Russia where 900 varieties are be- 
ing investigated and where it was 
found that the oil yield can be 
gauged approximately by examining 
only 3 flowers and counting the oil 
glands in 5 sepals. 


These are items picked entirely at 
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random, skimming through the first 
pages of the book, and speak for 
themselves as to the wealth of mate- 
rial this portion of the report in- 
cludes. The report also contains an 
original paper on the two spatially 
isomeric active isofenchals by Harry 
Schmidt and Karl Todenhofer of the 
Schimmel laboratories; a 
dealing with Pharmacopoeias in 
which the new edition of the Portu- 


portion 


guese Pharmacopoeia is very favor- 
ably reviewed; and a section on 
chemical preparations and drugs. Al- 
together this edition keeps to the high 
standard we have learned to expect 
from the Schimmel Annual Report. 


YEARBOOK OF THE AMERICAN As- 
SOCIATION OF TEXTILE CHEMISTS AND 
Cotorists, Vol. XIV, 1937. 646 
pages. Published by Howes Publish- 
ing Co., Inc., New York City. 


The contents consist of five parts, 
organization, committee reports, 
standard A. A. T. C. C. test methods, 
dyestuffs and textile chemical special- 
ties, and membership. 

Most valuable to the outsider are 
the parts on committee reports, test 
methods and on specialties. Inter- 
esting and informative are the fol- 
lowing subjects: chemistry of wool, 
analysis of sulfonated oils, fastness 
to perspiration, analytical methods, 
evaluation of wetting agents, conver- 
sion tables, bleaching and dyeing 


studies. M. G. vE N. 


[] Pacxacinc CataLoc, 1938 Edi- 
tion. 600 pages, 9 x 12 in. Gray 
leather covers. Breskin & Charlton 


Publishing Co., New York, N. Y. 


The editorial scope of this catalog 
has been widened, and the new book 
contains revised and up-to-date in- 
formation, contributed by authorities, 
covering the fields of design, produc- 
tion, display and merchandising. It 
paper 
boxes, bags, wrappings, ties, labels, 
seals, tags, rigid cellulose, metal con- 


carries sections devoted to 


closures, 
machinery and 
equipment, printing, shipping and 
Its edi- 
torial and advertising pages are re- 
plete with color printing, samples, 
tip-ons and inserts. Thirty pages of di- 
rectory listings have been revised and 


glass containers, 


tainers, 


plastics, displays, 


modern design principles. 


brought up-to-date, naming manu. 
facturers of packaging materials, sup. 
plies and equipment, as well as agen. 


cies and individuals serving the field, 


RETARDATION OF CHEMICAL Reac. 
tions, by K. C. Bailey. 479 pages. 
Size 6 x 9 inches. 1937. Longmans 
Green & Co., Inc., New York City. 
Price $8.00. . 


Most chemists, writes the author in 
his foreword, are concerned with pro- 
chemical rather 
than with stopping them. Among 
those chemical reactions which are 


moting reactions, 


best not manifested, are oxidation of 
materials such as metals and fats, 
deterioration of chemi- 
cals in the laboratory and a host of 
others. 


corrosion, 


Retarding the oxidation of benzal- 
dehyde with hydroquinone is de- 
scribed in chapter 9. In chapter 10, 
the retardation of sulphite oxidation 
is reviewed. Methods of stabilizing 
vitamin A are found in Chapter 12. 
Oils and fats are the subject of oxi- 
dation in the liquid phase. Many 
cosmetic oils are studied. The vari- 
ety of inhibitors described numbers 
scores. 

Chapter 18 is devoted to the pre- 
vention of metallic corrosion, an 
every day problem in the toilet goods 
industry. In chapter 20, the stabili- 
zation of hydrogen peroxide is re- 
viewed. Chapter 27 is devoted to 
the description of water as an in- 
hibitor. 

A bibliography of over 1,600 ref- 
erences is a valuable addition to this 
different book. This reviewer recom- 
mends it to the technically trained 
in the toilet goods industry. 


M. G. vE N. 


[] Viramins & Dericrency Dts- 
EASES, by B. L. Oser. Published by 
P. Blakiston’s Son & Co., Inc., Phila- 
delphia. 6 x 9 inches. 1937. A re- 
print of chapter 35, of Hawk & Ber- 
geim, Pracical Physiological Chem- 
istry. 

The table of recognized vitamins 
does not mention vitamin “F”. This 
reprint is quite a complete book on 
the vitamins, and those desiring the 
varied information one should have 
to be acquainted with vitamins and 
methods of assaying vitamin prod- 
ucts, can do no better than read this 
reprint. Dr. Oser and his Food Re- 
search Laboratories are to be con- 


gratulated. M. G. ve N. 
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modernized packages will not sell 


( antique ) 
FACE . 
The Modern and up-to-date POWDER 


Face Powder employs CEE GPRD 


“COTTRELL PROCESS” TALC 


Whittaker. Clark & Daniels, Inc. 


260 West Broadway 
New York City 


______BELMAY SPECIALTIES 


0A complete line of 
@ Florals and Bouquets for all purposes. 


@ Odors developed for your exclusive use. 


@ May we have an opportunity to serve you? 


BELMAY nee. 116-120 East 27th St., New York 


Creators of odors the trade for many years 


YOU MAY NEED ONE OF THESE 


THE CREAM OF BEAUTY by H. ... A Handbook of Make-up. Only $2.25 postpaid. 
BOOKS Stanley Redgrove. A book of beauty HAIR DYES AND HAIR-DYEING by Redgrove & Foan... 
culture containing recipes for use ful Only $2.25 postpaid 
toilet creams and lotions. Contents: Care of Face; Care of ee or 
Hands; Materials Used in Cosmetics; Cold Cream, Its His- FLAVORS AND ESSENCES by M. H. Gazan... A new- 
tory, Composition, Utility; Modern Vanishing Creams; Emol- type formula book. Gives brand-new formulas, most of them 
lient and Astringent Creams (Greasy and Non-Greasy) ; Mud- never published before. Each carefully tested—with full in- 
Pack Treatment; Face Powder; Rouge and Lipstick (their structions . . . $10.20 postpaid. 
use and abuse); Some Useful Toilet Waters and Lotions; 
Care of Hair; Preparations for the Hair; Problem of Super- 
fluous Hair . . . Only $1.75 postpaid. ORDER FROM 


SCENT AND ALL ABOUT IT by H. Stanley Redgrove . . . ROBBINS PUBLICATIONS BOOK SERVICE 


$1.35 stpai 
Ou; $1.35 postpaid. 9 EAST 38th STREET NEW YORK, N. Y. 
PAINT, POWDER AND PATCHES by H. Stanley Redgrove 


March, 1938 





NEW YORK MARKET 
USINESS in essential oils was ir- 
regular over the past month, but 

the call for aromatic chemicals and 
specialties was satisfactory in the face 
of general business conditions. 
Further reductions in a number of 
articles were noted over the period. 
The general trend flattened out some- 
what, however, following the down- 
ward curve of the past few months. 
Despite unemployment with its atten- 
dant payroll shrinkage, reports from 
cosmetic manufacturers and perfum- 
ers have been very satisfactory con- 
cerning retail sales, and it is likely 
that the next few months will bring 
about a considerable amount of re- 
placement buying if manufacturing 
operations are to be maintained. 


Linalyl and Linalyl Acetate 


Domestic makers of linalyl and 
linalyl acetate have been cut off of 
their supply of raw material known 
as shiu or ho oil. In an effort to en- 
large its foreign trade in manufac- 
tured products, Japan, formerly a 
chief supplier of ho oil, has placed 
export restrictions on all exports of 
the latter, and domestic manufactur- 
ers have only been able to get an 
occasional lot of this oil through. 


Japan to Control Prices 

A superior quality of linalyl and 
linalyl acetate is manufactured here 
from bois de rose oil or bergamot, 
but the cost of these, it is pointed out, 
is too high to compete with the Jap- 
anese chemicals made from shiu or 
ho oil. In view of these developments. 
it is likely that in the future, Japan 
will control the prices and supply of 
these two aromatics. 


Artificial Musk Down 


Competition in artificial musks was 
keen. Toward the close of last month 
rather 
sharp reduction in quotations. The 


manufacturers announced a 


8t 


higher aldehydes and alcohols were 


all steady with manufacturers point- 


ing to a reasonably good demand for 
these articles. 


Beeswax Steady 

Pricewise the beeswax market was 
steady. Trade factors are of the opin- 
ion that a reasonable expansion in 
demand will stiffen values substan- 
tially. Exports of beeswax from Chile 
registered a decline over the past 
year. The total for 1937 was 282,616 
kilograms as against 337,766 kilo- 
grams in 1936. 


Spice Oils Decline 

Further declines marked some of 
the spice oils. Such a development in 
the face of the firm conditions exist- 
ing in crude materials was entirely 
due to an absence of any real buying 
support. 

The mild weather influenced the 
consumption of anise and eucalyptus 
oils over the past month. Because of 
conditions in the Far East, however. 
shipments of anise are very indefinite. 


Soap Oils Firmer 

The volume of business passing in 
soap oils was not particularly heavy 
yet the total movement was said to be 
quite satisfactory. Sumatra palm and 
coconut oil prices developed a firmer 
tone toward the close. Tallow was 
stronger. Foreign cottonseed oil 
moved up to a level that made im- 
portation unattractive. Egyptian oil 
for example moved up 50 to 60 points 
during the closing days of last month. 


Glycerine Demand Spotty 

Demand for glycerine was spotty. 
There is too great a spread between 
the prices of crude and refined and 
as a result trade factors are looking 
forward to an early readjustment. For 
a time it was thought that refiners 
would lower their selling schedules. 
but since a slightly better demand has 


developed for crude, some are of the 
opinion that the latter article may 
possibly go higher. The presence of 
fairly large stocks, and the extended 
period of quietness, factors 
largely responsible for the weakness 


were 


in Japanese menthol. 


Essential Oil Upturn 
The feeling of caution which has 
existed in the essential oil market for 
so long is expected to disappear as 
preparations get underway for spring. 
Confectioners and soft drink manu- 
facturers are expected to increase 
their purchases of citrus oils and a 
few other articles over the next few 
months in anticipation of a seasonal 
upturn in the call for their own prod- 
ucts. The future regarding lemon is 

regarded as highly uncertain. 


Vanilla Beans 


Influenced by new crop develop- 
ments a slightly easier tone devel- 
oped in Mexican vanilla beans. Al- 
though somewhat clouded by mone- 
tary conditions Bourbon beans de- 
veloped a firmer tone. Reports from 
practically all houses indicate that 
stocks of good quality vanilla are 
small and should consumer demand 
increase a further strengthening of 
values is likely to be witnessed. 


Gum Arabic 

The action of gum Arabic seemed 
to be rather confusing. In the face 
of advancing prices at the source 
competition here continued to be 
very keen. There is a fairly good 
size stock to be worked off this mar- 
ket. and until this is taken care of, 
spot prices are likely to continue at 
a low level. Importers of traga- 
canth have been enjoying a reason- 
ably good demand. The manufactur- 
ing grades have been commanding 
considerable attention and in view of 
conditions at the source underlying 
conditions remain very firm. 


The American Perfumer 





ABONITA QUALITY, 
FACE POWDERS 


HIGHEST QUALITY — ALL SHADES 


Supplying Discriminating Trade Desiring 
the Finest that can be Manufactured 


COSMETIC SPECIALISTS 


TRULY INDELIBLE 
HIGH - TEST LIPSTICKS 
HANDMADE 
ROUGES 
PERFECT 
CREME ROUGES 
[| / COSMETIQUE (Mascara) 
(/ EYEBROW PENCILS 
EYE SHADOWS 
/ BULK OR PACKAGED e PUREST, HIGH- 
EST QUALITY e FULLY GUARANTEED 
TAP-IT-PAC LOOSE POWDER VANITIES 


ABONITA COMPANY, INC. 


33 years of Quality Service to the Manufacturing Trade 


24 TO 30 S. CLINTON ST., CHICAGO, ILL. 
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GREATER SPEED 


‘EASIER OPERATION 


THE NEW 17A 
IMPROVED AUTOMATIC 
TUBE FILLING, CLOSING 
AND CRIMPING MACHINE 


The famous COLTON CLOSURE meets today’s 
demands for speed production with the following 
new improvements: 


(1) Motor underneath, out of the way. 

(2) REEVES drive for speed control. 

(3) New design filling head for smoother 
operation. 

(4) Start and stop push button switch. 

(5) Two handy levers. One for starting 
machine proper. One for stopping 
and starting filling machine. 


Moreover, all these advantages are yours at no in- 
crease in price! In three types: TYPE “A” for 
PASTE ... TYPE “B” for POWDERS... TYPE 
“C” for LIQUIDS. 


Write today for sample tube and full details on the 
simpler, faster COLTON. 


ARTHUR COLTON Co. 
2606 JEFFERSON AVE. EAST 
DETROIT, MICHIGAN 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almond Bit., 
PA 
Sweet True 
Apricot Kernel 

Amber rectified . 

Ambrette 

Amyris balsamifera 

Angelica root . 
seed 

Anise, U. S. a 

Aspic (spike) nn 
French : 


per |b 


Balsam, Peru 
Balsam, Tolu, oz. . 
Basil 

Bay 

Bergamot 

Birch, sweet 
Birchtar, crude .... 
Birchtar, rectified 
Bois de Rose .. 


aS 

Cajeput .. 

Calamus . be 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon . 

Cascarilla 


Cassia rectified, U. ‘Ss. . P. i 


Cedar leaf 

Cedar wood . 

Cedrat 

Celery 

Chamomile 

Cherry laurel . 

Cinnamon a 

Citronella, Ceylon . 
Java an 

Cloves Zanzibar ; 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin pe 

Curacoa peels 

Curcuma 

Cypress . 


Dillseed 


Elemi 
Erigeron . 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Grapefruit . 
Conc. 
Guaiac (Wood) 


Hemlock 
Hops . 
Hyssop 


Juniper Berries 
Juniper Wood . 
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. $2.25@ $2.50 


2.10@ 2.60 
75@ .85 
30@ 35 
A8@~ = .55 


‘(oz.) 46.00@ 


3.00@ 3.25 


. 75.00@ 


90.00@ 
1I5@ 1.25 
1.35@ 
1.55@ 


5.75@ 6.50 
4.50@ 4.75 
2.40@ 2.60 
1.55@ 1.75 
3.95@ 4.25 
1.65@ 3.25 
15@ «18 
715@ .85 
1.55@ 2.10 


50@ 55 
65@ .75 
3.75@ 4.00 
19@ ~~ .23 
1.65@ 1.85 
2.15@ 2.85 
2.00@ 2.15 
22.00@ 30.00 


. 55.00@ 75.00 


1.10@ 1.25 
80@ 1.00 
24@ .26 
4.15@ 

9.00@ 12.00 
5.50@ 8.00 


". 14.00@ 15.00 


8.00@ 25.00 
36@ 43 
45@ 48 
1.00@ 1.10 


-. 16.00@ 20.00 


58@ 62 
20.00@ 25.00 
1.35@ 1.45 
2.75@ 3.00 
6.75@ 8.50 
4.85@ 5.25 
3.00@ 


-.. 12.00@ 


2.75@ 3.75 


1.65@ 2.00 
2.50@ 3.25 


-.. 32.00@ 35.00 


B@ «50 
1.25@ 1.30 


. 15.00@ 


3.85@ 5.00 
3.45@ 4.10 


_. 12.00@ 


2.25@ 2.75 
8.10@ 9.00 
2.15@ 3.00 


- 24.00@ 


2.75@ 3.15 


1.05@ 1.25 
8.50@ 13.00 
40.00@ 50.00 


1L15S@ 1.35 
50@ .60 


Laurel 

Lavender, French 

Lemon, Italian... 
Calif. 

Lemongrass ; 

Limes, distilled .... 
expressed 

Linaloe 

Lovage . 


Mace, distilled 

Mandarin 

Marjoram 

Melissa oe 

Mustard, Genuine 
artificial 

Myrrn 

Myrtle 


Neroli, Bigarde, P... 
Petale, extra 
Nutmeg 


Olibanum cra 
Orange, bitter . 


sweet, W. Indian ........ 


Italian . 

Spanish 

Cae O6M ..... 
Orris root, con. 
Orris root, abs. 
Orris Liquid ....... 


No Ac aGAn aes 
Patchouli ....... 
Pennyroyal Amer. 
French 
Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones . , 
Pine needles, Siberia 
Pinus Sylvestris .. 
Pumillonis ....... 


Rhodium, Imitation 
Rose, Bulgaria (oz.)... 


Rosemary, French ..... om 7 


Spanish 


Sage . 

Sage, Clary Pa 

Sandalwood, East India 
Australia 

Sassafras, natural. 
artificial .... 

Spearmint 

Snake root... 

Spruce 

Styrax . 

Thyme, red 
White 

Valerian 

Verbena 

Vetivert, Bourbon. 
Java 
Wintergreen 


Wormseed 
Wormwood 


Ylang-Ylang, Manila week 
Bourbon ay 


6.50@ 8.00 
3.00@ 6.50 
3.10@ 4.25 
2.50@ 

A5@ 95 
5.55@ 6.00 
8.75@ 10.00 
1.20@ 1.30 


- 60.00@ 70.00 


1.25@ 1.35 
7.00@ 8.25 
6.30@ 6.75 
4.00@ 4.25 
8.50@ 9.00 
1.85@ 2.10 


- 10.00@ 


3.35@ 3.75 


_115.00@130.00 


140.00@ 155.00 
1.25@ 1.35 


5.00@ 5.25 
2.35@ 2.65 
2.25@ 2.50 
2.45@ 3.50 
2.60@ 3.00 
1.55@ 1.75 
5.25@ 5.50 


. 35.00@ 50.00 


18.00@ 25.00 


- 10.00@ 11.00 


5.00@ 8.00 
1.65@ 1.85 
1.50@ 1.65 
2.15@ 2.30 
2.35@ 2.65 
1.15@ 1.40 
2.35@ 2.50 
2.50@ 6.00 
3.00@ 

1.00@ 1.15 
1.45@ 1.75 
1.75@ 1.90 


2.10@ 3.25 
5.50@ 13.00 
60@ .75 
65@ «80 


1.50@ 1.85 
25.00@ 30.00 
5.50@ 6.00 
4.75@ 5.75 
1.00@ 1.35 
35@ 39 
1.70@ 1.85 
9.50@ 11.00 
1.05@ 1.25 
5.75@ 10.00 


90@ 1.35 
95@ 1.40 


. 11.00@ 12.50 


4.00@ 8.50 
6.50@ 10.00 
10.00@ 18.00 
3.35@ 8.00 


2.60@ 3.00 
2.75@ 3.05 


18.00@ 24.00 
3.85@ 7.50 


TERPENELESS OILS 


Bay 
Bergamot 


3.25@ 4.00 
9.00@ 14.00 


Clove 

Coriander 

Geranium 

Grapefruit 
Sesquiter peneless 

Lavender ...... 

Lemon 

Lime, ex. sate 

Orange, sweet 
bitter 

Petitgrain 

Rosemary . 

Saga, Clary 

Vetivert, Java 

Ylang-Ylang 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 


Alcohol C 8 


C I4 (so-called) . 
C 16 (so-called) .. 
Amy! Acetate 


Amyl Butyrate oe 


Amyl Cinnamate 


Amyl Cinnamate Aldehyde. . 


Amyl Formate 

Amy! Phenyl Acetate 
Amyl Salicate 

Amyl Valerate 
Anethol 


Anisic Aldehyde niet ee 


Benzophenone 
Pie Mes cicas' 


Benzophenone 


Bensy! Acetate ........0+4 


Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl! Formate 


Benzy! Iso-eugenol ......... 


Benzylidenacetone 
Borneol ve 
Bornyl Acetate ... 


| Ree 


Butyl Acetate 

Butyl Propionate .. 
Butyricaldehyde 
Carvene 

Carvol ; 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 


Cinnamyl! Butyrate ......... 


Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol ... 
Citronellyl Acetate 
Coumarin 


Cuminic Aldehyde . 
Dibutylphthalate 


3.25@ 5.00 


2. 40.00@ 


8.00@ 12.50 
45.00@ 60.00 
85.00@ 


8.00@ 8.50 
15.00@ 25.00 


. 54.00@ 72.00 


100.00@ 120.00 


. 90.00@ 115.00 


3.00@ 3.75 
2.50@ 4.00 


20.00@ 28.00 
17.50@ 22.00 


. 14.00@ 25.00 


25.00@ 30.00 
40.00@ 65.00 
38.00@ 55.00 
. 30.00@ 45.00 
24.00@ 32.00 


. .$13.00@ 


75@ 1.00 
1.05@ 1.25 
4.50@ 5.80 
2.00@ 3.50 
1.60@ 1.90 
3.00@ 5.55 
55@ 75 
2.00@ 2.40 
1.30@ 1.70 
3.00@ 3.25 


1.40@ 1.75 
1.55@ 1.90 
1.45@ 1.75 
50@ 1.05 
75@ 1.00 
97@ 1.80 
4.00@ 6.00 
6.00@ 8.00 
3.50@ 3.60 
11.00@ 13.00 
2.50@ 4.00 
1.75@ 2.00 
1.50@ 5.00 
3.85@ 4.50 


(Continued on page 88) 
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U.S.P. POWDERED CASTILE SOAP 


° 
POWDERED NEUTRAL SOAP 
SHAMPOOS (Liquid Only) 


COCONUT ° 
Specially 


OLIVE OIL °* 
prepared 


CASTILE 


for repackaging 


CLARITY ASSURED 


for price 


Send 


KRANICH SOAP COMPANY, 


54-60 RICHARDS STREET 


iat 


and 


samples 


INC. 
BROOKLYN, NEW YORK 





Sou Can’ t Go Wrong WHY 


WHEN 


PAY 
MORE 


OUR 


| CHOLESTERINE 


With This Super-Efficient| 


PORTABLE VACUUM 


ERTEL BOTTLE FILLER 


It fills any type bottle with heavy or light liquids . . . is non-drip 

. has automatic overflow shut o . is self-oiling, self-cooling. 
Fills at precise level desired. Famous for its speed. Write today 
for details! 


ERTEL ENGINEERING CORP. 


Manufacturers and Designers of Liquid Handling Equipment 


DEPT. F. 120 EAST 16th STREET » NEW YORK, N. Y. 


March, 1938 


91 SEVENTH AVE. 





(MADE IN U. S. A.) 


95-98% (WHITE) 


is satisfactory for 


all cosmetic purposes 


Prices: | oz.—75c; '/4 lb.—$2.50; '/> Ib.—$4.00; | lb.— 
$7.50; 5 lbs. @ $7.30; 10 Ibs. @$7.20; 25 lbs. @ $7.00; 
50 Ibs. @ $6.75; 100 Ibs. @ $6.50 f. o. b. New York City 


Trial % tb.—$2.58 parcel post prepaid in U. S. A.; $2.64 U. S, 
funds in Canada and other foreign countries. 


Send for our new price list of COSMETIC RAW MA- 
TERIALS in quantities of 1 oz. up to original packages. 


R. F. REVSON CO. 


NEW YORK CITY 
Cable Address: COSCHEMS 








(Continued from page 86) 






































































































































































































































Diethylphthalate ........... 26@ = .35 
Dimethyl Anthranilate ..... 6.50@ 8.50 
Dimethyl Hydroquinone .... 2.40@ 3.50 
Dimethylphthalate ......... 50@ «60 
Diphenlymethane .......... 1.70@ 2.25 
Diphenyloxide ............. 45@ = .90 
Ethyl Acetate ...........5. 30@ _ ~=-.50 
Ethyl Anthranilate ......... 5.75@ 7.50 
Ethyl Benzoate ............ 1.20@ 1.75 
Ethyl Butyrate ............ 1.00@ 1.25 
Ethyl Cinnamate .......... 3.30@ 3.85 
Ethyl Formate ............ 1.00@ 1.25 
Ethyl Propionate .......... 1.20@ 2.35 
Ethyl Salicylate .. ......... 1.15@ 2.50 
eer 9.50@ 14.25 
PE iii 6skbsesn ban 65@ .75 
NE Cis anak hekane 2.20@ 3.00 
Geraniol, dom. ............ 1.15@ 2.85 
Geranyl Acetate .......... 1.70@ 3.00 
Geranyl Butyrate ......... 6.00@ 8.00 
Geranyl Formate .......... 5.00@ 7.00 
Heliotropin, dom. ......... 2.20@ 3.00 
ae 2.35@ 2.50 
Hydratopic Aldehyde ..... 25.00@ 27.50 
Hydroxycitronellal ......... 2.00@ 46.50 
Indol, C. P. ........... (oz) 1.90@ 4.25 
lso-borneol sie aati .30@ 
Iso-butyl Acetate . 2.00@ 2.65 
Iso-butyl Benzoate 2.75@ 3.25 
Iso-butyl Salicylate ........ 2.75@ 5.50 
Iso-eugenol 3.25@ 3.60 
NEE. Cris 4 Sunes aaa ee 2.00@ 
Linalool ... ..... 235@ 4.75 
Linalyl Acetate 90%. . cu eenens 2.45@ 3.75 
Linelyl Anthranilate ........ 15.00@ 
Linalyl Benzoate .. 10.50@ 
Linalyl Formate 9.00@ 12.00 
Menthol, Japan............ 3.15@ 3.30 
Synthetic ere err 2.25@ 3.00 
Methyl Acetophenone cose Nn 208 
Methyl Anthranilate ....... 2.25@ 2.75 
Methyl Benzoate ........... 75@ 1.75 
Methyl Cinnamate 3.25@ 4.00 
Methyl Eugenol ........... 3.50@ 6.75 
Methyl Heptenone ..... 250@ 4.50 
Methyl Heptine Carbonate. . 25. 00@ 28.00 
Methyl Iso-eugenol ........ 6.25@ 11.50 
Methyl Octine Carbonate .. 26.00@ 32.00 
Methyl Paracresol secesss ae 
Methyl! Phenylacetate 2.10@ 2.75 
Methyl! Salicylate 42@ ~ ~=«-«50 
Musk Ambrette 3.25@ 3.65 
Ketone . 3.40@ 3.80 
Xylene ; 1.00@ 1.25 
Nerolin (ethyl ons ee > 1.80 
Nitrobenzol 15@ 
Nonyl Acetate . 46.00@ 48.00 
Octyl Acetate . 35.00@ 40.00 
Paracresol Acetate 3.60@ 5.25 
Paracresol Methyl Ether 2.50@ 3.50 
Paracresol Phenyl-Acetate 7.50@ 12.00 
Para Cymene (gal.) . 41.25@ 1.65 
Phenylacetaldehyde 50 % ; 2.25@ 4.75 
100%, 5.00@ 8.50 
Phenylacetic Acid 2.25@ 4.00 
Phenylethyl Acetate 2.95@ 5.60 
Phenylethyl Alcohol ........ 2.75@ 4.00 
Phenylethyl Anthranilate 16.00@ 
Phenylethyl Butyrate .. 8.25@ 12.00 
Phenyl Formate .... .... 12.50@ 18.00 
Phenylethy/ Propionate ..e-- 9.00@ 9.75 
Phenyl Valerianate ... 16.00@ 
Phenylpropyl Acet. .... 8.00@ 11.00 
Phenylpropyl Alcohol . 450@ 8.35 
Phenylpropyl Aldehyde . 6.75@ 11.00 
Rhodinol 8.60@ 16.00 
Safrol ice 55@ _ ~=«.60 
Santalyl Acetate .......... 22. 50@ 
Skatol C. P. .... on 5.25@ 8.50 
Styralyl Acetate ...... 8.50@ 13.00 
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Oilbanum, tears 


Styralyl Alcohol ......... is 


Terpenyl Acetate 
Terpineol, C. P. 
ME eed cceccawancnpe 
MRED: 6 k.cswasciwxins segit 


Vanillin (clove oil) 

NS ere 
Vetiveryl Acetate ......... 
Violet Ketone Ajpha 


Yara Yara (methyl ester)... 


BEANS 


Tonka Beans, Para ....... ‘ 
INR 3h 5:3:50:0% cagapen 


Vanilla Beans 
Mexican, whole 
Mexican, cut . 

Bourbon, whole 

South American 


15.00@ 20.00 


80@ 1.25 
26@ = -.36 


45@ 
|55@ 
3.1 
3.0 


1.65 


3.25 
3.15 


5.25@ 8.00 
1.50@ 1.75 


1.25@ 1.40 
2.50@ 2.75 


4.60 
4.20 
3.85 
3.90 


SUNDRIES AND DRUGS 


ENE Dees cae oem uaieas 
Acid, muriatic, 18°, 100 
hie cn gh wag pace 
Sulfuric 66°, ‘ton, drms.. . 
Alcohol, 190-pf. 


Almond meal ............. 
Aluminum chloride ........ 
Ambergris, ounce ........ 


Balsam, Copaiba........... 
Peru 
Ser Pen acaerls 
Beeswax, white 
yellow 
Bismuth sub-nitrate ........ 
Borax, crystals, carlot, ton.. 
Boric Acid, fon ........ 


OI nv eiScbes <0 0% 
Calcium, phosphate . er 
Phosphate, tri-basic ...... 
Camphor 
Pere 
Cetyl Alcohol 
Pure .. 
Chalk, precip. ‘ 
Cherry laurel water, 
Citric acid 
Civet, ounce 
Chay, GOmetGel on. co ccwccse 
Cocoa butter lump 
Cyclohexanol (Hexalin) .... 


‘- mA 


Fuller's Earth, ton ......... 
Gum Arabic, white 

eee 
Gum Benzoin, Siam 

Sumatra eile emer me 
Gum galbanum . (seas 
I io os vvndsessnes 


Henna, powd. cee 
Hydrogen peroxide , 


Kaolin 


Labdanum .. ee re 

Lanolin, hydrous baa eewasent 
anhydrous . 

Magnesium, Carbonate .... 
Stearate 

Musk, ounce . 


Naptha, cleaners, th. cars.. 


siftings .... 
Orange flower water, ‘gal. 


Orris root, powd. 


043%4@ .06!/, 


1.5) 2.45 
28. 35.00 
4.14@ 4.68 
21@ 25 

.  .10@ 

. 23.00@ 30.00 
30@ = 32 
82@ .86 
48@_~=-«.50 
39@ 45 
28@ 32 

1.13 
48. 58.00 
. . 125.00@ 140.00 
$.16@  .20 
08@ .08%, 
13@ ~~ «IS 
55@ «61 
16.009 20.00 
1.50 
 - ro 2.15 
03/2@ .06!/, 
4.75@ 5.25 
.24@ .24!/, 
5.50@ 6.00 
07@ =. 15 
ae 25 

a 

15.00@ 33.00 
26@ 28 
12 14 
1.2 1.45 
2 30 
= 1.05 
36@ «40 
12@~ «15 
05@ .08 
03@ = «.05 
3.25@ 5.00 
17@ ~~ -.20 
20@ = «24 

.06%4@ = 

; 19@ 

; ab 28. 00 

09/,@ «10 

16@ «28 
08@ «10 

1.50@ 
13@~=«.18 





Paraffin ae . 0442 
Petrolatum, white ee aeeakag i“ aT 
Potassium, Carbonate ...... ls 

83@85°%, Bitinatanoecdacteke 8 07 

Caustic 

88@92% ............. 07@ .07Y, 

Hydroxide U.S.P. 36@ 2 
Quince seed.............. J@ ti 
MSO GRIER. cn cscecsccsccce OS 
Rose leaves, red .......... 2.10@ 2.25 
Rose water, djn. .......... 4.75@ 5.0 
Salicylic acid ............. M@® 
eee 1.7 1.75 
ee rr 14.8 15.50 
Soap, neutral white ....... .19@ 23 
Sodium, Carb. 

58%, light, 100 a .. 135@ 235 

Hydroxide, 76% solid, 

pounds . 2.60@ 3.75 
Silicate, 40°, ‘drums, works, 100 

NE. 8. dis e' ak weaken 80@ 1.20 
Spermaceti 25@ 28 
eer errr 48@ 2.00 
Sulfur, precip. ....... 17@ 20 
BE MNO os 64:03 s senveee 24%4@ 251), 
Titanium oxide ............ 20@ 2 
Tragacanth, No, | 3.00@ 3.50 
Triethanolamine 45@ 50 
Venice turpentine, gal. .... .35@ 45 
WUE HOWE oo ccccicecies 95@ 1.15 
Zinc oxide, U. S. P. bbls. = AS 

ENC cera vibeeese cas 38 1.75 

Stearate ty 28 

OILS AND FATS 
Tallow, N. Y. C. extra. .$ .05% @ 
Grease white ...06 @ 06, 
and ..... pas neaceeul 09%, @~ .10%, 
Coconut Oil, ue sca acti 0 @ 
Corn Oil, distilled, bbls....093, @ 10 
Red Oil, distilled, tanks....083, @  .09%, 
MOONE ov. cvs oe 1244 @ 13 
Stearic acid 

Triple pressed ......... 13%, @ «14% 

BONOMIIOS 6c6 co ccccevnt 14 @ .I5 
Castor No. |, tanks........09 @ 
Coconut, Manila Grade, 

tanks ..... 04 @ 04%, 
Corn, crude, Midwest 

mill, tanks 07, @ .07% 
Cotton, crude, Southeast, 

tanks .... .07 @ 
Lard, common No. I bbls. 085%, @ 
Palm, Niger, casks . 04, @ .04/, 
Palm, kernel, tanks . 041, Nominal 
Peanut Refined, barrels... ..10 Nominal 
Soya beans, mill, tanks.....07 @ 
Tallow, acidless, barrels. ...09'4, @ 
Whale Refined, drums 093%, @ .09% 

GLYCERINE 

C. P., drums extra .......15. @_ «16 
Dynamite, drums extra .....15//2 @_ «16 
Saponification, drums......099¥4 @  .09 
BO ID odes cctdexsnawal os, @ 


ROSIN 


Barrels of 280 pounds 
6.30 N 
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BSORPTIO 


REG. U.S. PAT. OFF. 


@ Oxycholesterin in commer- 
cially available form. 


@ Produces water in oil emul- 
sion. 


@ Penetrates the skin. 


Write for new FALBA booklet just off the 
press giving valuable technical data and 
formula bints. 


Pfaltz & Bauer, Inc. 


EMPIRE STATE BUILDING, NEW YORK 
Perfume Oil Department 


A JOB 
OR CAREER 
IN ADVERTISING > 


Whatever phase or phases of advertising 
interest you most, this comprehensive book 
contains all the answers. It covers all 
phases (not just one)—an expert func- 
tional analysis of advertising, its vocational 
requirements, and its possibilities. 


CAREERS IN ADVERTISING 


AND THE JOBS BEHIND THEM 
61 Chapters — each by an expert — 667 pages — PRICE $3.20 postpaid! 


The requirements for each kind of advertising job are graphically 
set forth. You learn what to do, how to do it, and who can do it. 
Coveds Retail, Manufacturing, Financial, Mail-order advertising. 
How agencies function. The special advertising problems of news- 
Papers, magazines, radio, direct mail, outdoor, street-car, rapid- 
transit and bus advertising are analyzed. Also gives practical 
insight into related services—such as paper, printing, typography, 
design, photography, and into the legal problems which arise in 
advertising and their solutions—A "must" book for all who want to 
get ahead in advertising careers and for all who want to understand 
and use advertising with greatest profit. . . . Order your copy 
today of this encyclopedic book on advertising—only $3.20 
postpaid! 


ROBBINS PUBLICATIONS 


BOOK SERVICE 


9 E. 38th St., New York, N. Y. 


March, 1938 








ALUMINUM 
THE MOoODERN 
Strong, attractive and durable. 


BOTTLES 
CONTAINER 


Entirely impervious to 
light, a protection for its contents. Light weight, low- 
ering shipping costs. Breakage eliminated. 

Furnished in sizes from '% oz. to 5% gallons. 


AMERICAN ALUMINUM WARE CO. 
NEWARK, N. J. 


Mr. Alexander says: 
Why Worry? 

Why lose sleep 

over production 

proble ms? 


Let Carlova handle pro- 
duction—they have the 
facilities, the expert su- 
pervision. And you ben- 
efit from their large- 
scale purchases of ma- 


é S 
terials. 


<A us 

Just send us your containers and labels—for us to fill and 
ship from our two convenient plants (St. Louis, Mo. and 
Binghamton, N. Y.) Then you can devote each day to selling. 


Ask for quotation—either our formulas or yours! 


PERFUMES e@ TOILET WATERS e@ ALL TYPES OF CREAM 
BRILLIANTINE @ NAIL POLISH e ALL TYPES OF LOTIONS 
HAIR TONIC e@ TALCUM e ALL TYPES OF POWDERS 
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YOU DON’T HAVE TO 


BE A MILLIONAIRE 
TO MAKE A WILL 


The idea that only the wealthy should make 
Wills is a mistake. It is infinitely more important 
that smaller estates be saved the expense of lawyer’s 
fees, executor’s charges, and incidentals, that have 
to be paid when there is no Will. 


A WILL is the most important legal document 
that you can sign. It disposes of your life savings 
as you wish. 


Our booklet of Standard Wills and special 
clauses enables one to make just the kind of Will 


desired without other legal advice. Just copy | 


the Will form that you choose from the booklet 


into the legal Will form provided. Booklet con- | 


tains complete directions for the signing, wit- 
nessing, and executing of Will so as to make it 
absolutely legal and unbreakable. 


ONE DOLLAR will buy the Will Booklet and 
Legal Form. 


MONEY BACK IF NOT FULLY SATISFIED 


ROBBINS PUBLISHING CO. 
9 East 38th St. New York, N. Y. 


I enlcose, herewith, one dollar for which send me, 
postpaid, your booklet ‘“‘How to Make Your Last Will 
and Testament” and blank Legal Will form. 


Name_ 
Address 


etic conenatas ce ccticeiisineicti 





























Les PARFUMS 
de FRANCE 


A monthly Review for the Per- 
fumery trade. The only publi- 
cation of the World’s Centre of 
flower production. A high-class 
illustrated edition, published 
with an English translation. 


Issued every month with an abun- 
dant documentation upon: 


—The condition of the flower 
harvests 


—Studies by well-known special- 
ists in perfumes, essences, essen- 
tial oils 


—A review of the technical pub- 
lications 


—A documentation upon com- 
mercial agreements 
—The market rates for aromatic 


products 


Subscription rate: 100 Francs 


Les Parfums de France 


7, Avenue de la Gare 
GRASSE 


(Alpes-Maritimes) 


The American Perfumer 





























Vig Te: 


METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 


REBUILT EQUIPMENT 


—overhauled at our Newark plant @ the largest 
and best equipped of its kind @ with thoroughly 
experienced personnel of thirty-five men 


2—Pneumatic Scale automatic Screw Cappers. 

4—Kramer Screw Cappers, adjustable. 

2—Samco Jr. Vacuum straight line Fillers. 

2—Redd Powder Carton Filling, Weighing, Sealing Units—adjust- 
able, 50 per minute. 

2—Ferguson Carton Wax Wrappers. 

i—Urie Universal piston type Tube or Jar Filler. 

5—Pony Mixers, Day and Ross makes, 8 and 1/5 gals. 

1—McDonald ''Weeks'' type Automatic duplex Labeler. 

2—World Rotary Automatic Labellers. 

I—Alsop Portable Bottle Filler, 3-spout handie, pump and motor 

I—Lilliput Label Gummer, motor driven. 

5—Ermold and World semi-automatic Labelers. 

i—National MG Powder Filler and Weigher. 

i—American automatic Powder Filler and Weigher. 

I—Ferguson ‘'Packomatic"’ Filler, Weigher and Carton Sealer. 

3—Jacketed closed Glass Lined Kettles, 200, 250, 300 gal. 

Dry Powder Sifters and Mixers, lab. size to 4000 Ib. 

Tablet Machines—I—Colton No. 5, 2!/2”; 4—Colton 2B, '/.”; |—Mul- 
ford, 1'4,"; 2—Colton No. 2 Rotary, 5%”; I—Stokes Rotary D, 
1”; |—Stokes Eureka hand, '/2”. 

1—Colton 2B Gelatin Coating Machine. 

3—Colton Dry and Wet Granulators. 

i—Karl Kiefer Visco Piston type Jar Filler. 

1—World Automatic straight line Duplex Labeler. 

2—Pfaudler 200 gal. glass lined storage Tanks; |—350 gal. agitated. 

MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 

Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, 

Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, Pill Mass 

Mixers, Pot Mills, etc. Send for complete bulletin. 





WHAT HAVE YOU FOR SALE? SEND US A LIST. 


TEC a mC Se UT 
14-15 Park Row FO 3 New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


ONSOLIDATED 


Established 1858 FRUIT JAR co. 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . 
CORK TOPS . SPRINKLER TOPS . 


SHEET METAL GOODS 
DOSE CAPS 


March, 1938 





CHOY 
JOHN HORN, Labels, 


RESPON 


837-839 TENTH AVE. 
NEW roe _— N.Y. 


Sample 


Name 





CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERIC AN PERFUMER, 9 East 38th St., New York 








SITU ATIONS WANTED 


EXPERIENCED cosmetic and pharmaceutical chemist desires con- 
nection in the metropolitan area. Address, Box 2287, The American 
Perfumer. 


BUSINESS OPPORTUNITY 
The most important discovery in 
built-up on neutral or acid basis 
ot dyes which have 
would interest, are 
re.um 


WANTED—Agent to handle TERPENELESS ESSENTIAL OILS, 
ESSENTIAL OILS, CONFECTIONERY FLAVOURS, PERFUME 
BASES & SOLUBLE ESSENCES, for progressive and enter- 
prising firm of European Distillers. Liberal commission will be 
allowed, and only finest quality products offered at competitive 
prices. Sole agency for U. S. A. might be granted. Write full 
particulars to: 


modern cosmetics: Hair-dye 
avoids the noxious after-effects 
an alkaline reaction. Firms whom the product 


invited to apply to Box 2288. The American 





STANDARD SYNTHETICS LTD. 
76, Glentham Road, BARNES-LONDON-ENGLAND. 





want to register a TRADE MARK ? 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 


VAN DYK & CO. 


Incarporated 1904 


MANUFACTURERS OF RAW MATERIAL FOR 
PERFUMING,.. COSMETICS 1+ + FLAVORING 


Executive Offices and Works 
a7 Wilkinson Ave., Jersey City, N. J. 
"Los Angeles Office: 1282 Sunset Boulevard 


Our monthly magazine,’ Teoversiniee Perfum- 
en and ‘Conmetica”, sent free On request. 





THE NEW MONTHLY 
ADVERTISING & SELLING 


A N MMEDIATE $s UC CE S$ § 


@ The January issue a complete sell-out! 
@ Print order greatly increased for each subsequent issue! 
@ Over 1,000 new subscribers in two months! 


@ New subscriptions flood each day's mail! 


Were you one of the lucky cosmetic advertising and sales executives to get 
the first four issues (the regular January, February, March issues) and the 


special de luxe mid-February ANNUAL ADVERTISING AWARDS NUMBER? 


If you were you had a chance to read and benefit from 
these valuable articles: 


DIFFERENTIAL SELLING COSTS IN RELATION TO 
WHOLESALE PRICES. By Donald G. Cowan, Swift & 
Co. (A discussion of the small order that yields negli- 
gible profits. Tables of specific cost data.) .. . An AD- 
VERTISING CRITIC SPEAKS UP. By Dexter Masters, 
Editor, Consumers Union. . . THE cédst OF MAKING 
CUSTOMERS. By Fox B. Conner, Vice-President, Allcock 
Manufacturing Co. .. AGENCY COSTS AND PROFITS. 
By John Benson, President, American Association of Ad- 
vertising Agencies. (An illuminating article with graphic 
charts.) . . . TOWNSEND & TOWNSEND, INC. (A 
provocative and detailed appraisal of the Townsend pre- 
grading system for advertisements which has created 
an unusual stir.) .. . WHAT YOUR SALESMEN REALLY 
SAY. By B. R. Canfield, Dir., Sales & Adv. Depts., 
Babson Institute. (As one reader writes: "It ought to 
cause a revolution in sales training methods.) . . . 32 
ANSWERS TO CURRENT PRICE OBJECTIONS. By 
Ray Giles. (And who doesn't need them?) . HOW 
WELL DO YOU KNOW YOUR ADVERTISING? By 
S. H. Giellerup. (Ten questions that may stump you.) 


LESS THAN 


17 ¢ 


. . A SHORT COURSE IN ADVERTISING ANALYSIS 
FOR THE ADVERTISER. By Mark Wiseman. 


These titles give only a few highlights. Each issue con- 
tains an abundance of vitally informative and sparklingly 
illustrative material, such as . . . Copy Takes It Easy 
In England . . . European Portfolio . . . Seven Routes 
To Readership . Ten International Correspondence 
Schools Advertisements Which Produced Best Results. 


OVER 1,000 NEW SUBSCRIBERS IN TWO MONTHS. 
To list a few: Charles H. Babcock, Pres., Babcock Chemi- 
cal Co., N. Y. C. .. R. G. Peck, Jr., Adv. Mgr., Aridor 
Co., Chicago . . . D. J. O'Sullivan, Adv. Mgr., Armour 
Soap Works, Chicago . H. J. Hassett, Gen. Mgr., 
Acquin Pharmacal Co., St. Louis .. . Walter L. Montague, 
Montague Perfumers, Detroit . . . Bell Chemical Co., 
Chicago . . . Lovely Lady Labs., Detroit . . . Lavo Co., 
Milwaukee . . . H. E. Hamilton, Secy-Treas., Best Foods, 
Inc. . . Thos. McGready, Gen. Sls. Mgr., R. Wallace & 
Sons Mfg. Co. . . Arthur Prussing, Adv. Mgr., Olson 
Rug Co... Harry N. Baum, Adv. Mgr., Fairbanks, Morse 
& Co... M. H. Kaplan, Chg. Adv., Williamson Candy 
Co. . . John L. Dolphin, Vice-Pres., Sealright Co... J 


Danilek, Comptroller, Helena Rubinstein, Inc. 


A MONTH 


Pe | PapverTisine & SELLING 


LESS THAN I7¢ A MONTH brings you 
twelve helpful, stimulating monthly issues 
(plus the dramatic, important ANNUAL 
ADVERTISING AWARDS NUMBER) of 

. Advertising © Selling. This modest sum | 
will enable you to keep up with all that 
is vital and progressive in advertising and 

| sales trends, practices and research. Each Name 
issue contains exciting surprises and im- 


| portant articles you cannot afford to miss. 


Company 


Address 


| | 9 EAST 38TH STREET, NEW YORK, N. Y. 
Please s start my subscription at once for a year to ADVERTISING & SELLING. 
-] $2.00 enclosed 


| Will remit $2.00 on receipt of bill 
Foreign postage $1.00 extra yearly 


Position 


City & State | 
i 


Sign and mail the convenient coupon TODAY! 
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Giese’s Filter Papers are the Best? 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 
13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 


15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 


32 inch, 55 lb. Bales 
Also folded—packed in cartons 


Free illustrated leaflet on request 


Je of Filter F AUGUST GIESE & SON, 121 E. 24th St., N. Y.C. Velden Pose 
Bale of Filter Paper 


RO WHY IS IT 
In Brazil— Ces EASY TO SELL 


THIS PRODUCT? 
RE | 
BRASIL 3 SUNTANOL 


PERFUMISTA A buyers’ question, and a fair one, at that. 


Here are the answers: 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


Official Organ for the 
Association of Brazilian 
Perfumers. 


Suntanol excludes almost all of the sun's burning 
rays and almost none of the tanning rays, because 
it contains one of the most effective sun screens 
ever developed. It cools and soothes the skin as it 
tans. It will not wash off in lake or sea water, 
though it is easily removed with soap and water. It 
will leave no permanent stains on bathing suits. 
From every angle, Suntanol offers what a beach- 


goer wants to buy—what a dealer wants to sell— 
Circulates in all South 


American Republics. 


.- 


what you can handle at a profit. 


ad 


Medium and heavy grades. Red or yellow. 
Write for complete details today. 


SHERWOOD 


PETROLEUM COMPANY, INC. 


| Main Office: BUSH TERMINAL, BROOKLYN, N.Y. 
| Refinery: Warren, Pa. Stocks Carried in Principal Cities 


Send for schedule of 
advertising rates and 
sample copy. 


O°, 
ae 
ov 


Caixa Postal 2894 
Rio De Janeiro, Brazil 
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OUTSTANDING EXCELLENCE 


. That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 
K 


3 BEEKMAN STREET, NEW YOR 


March, 1938 





INDEX TO ADVERTISERS 


Abonita Co., Inc 

Allen & Sons, Ltd., Stafford 

Alsop Engineering Corp 

Aluminum Co. of America........ 

Rema Te GB. 6 a occ cnc ccscees 

American Aluminum Ware Co..... 

American Perfumers’ Laboratories 
Inc. 

Ansbacher-Siegel Corp. 

Art Tube Co. 

Atlantic Refining Co.............. 


Bagaroff, Velizar 
Bakelite Corp. eat wie he eee a ee 
ee ae BES Doi sin ene cane’ 
ay okiee an ebe 
a i cig aaa lavas 
Brasil Perfumista 
Brass Goods Mfg. 
Bridgeport Metal 

The 
Bush & Co., Inc., W. 


California Fruit Growers Exchange. 
Camilli, Albert & Lalone 

PR canoes ces keaeaeanns 
Carr-Lowrey Glass Co... 22 .00.00%% 30 
Charabot & Co....... Inside Front Cover 
Chrystal Co., Inc., Charles B - 
Classified Advertisements 91 
Colgate-Palmolive-Peet Co. ........ 11 
Collapsible Tubes & Containers, Ltd. 
Colton Co., Arthur 85 
Consolidated Fruit Jar Co......... 
Consolidated Products Co., Inc..... 
Consorzia Provinciale Agrumicultura 
Cteeentel Tah. Gas. cc.scccsccnes 


Dodec & Olcott Co..........0000 14-15 
Dreyer Inc., P. R 79 
Drury & Co., A. C ll 
Du Pont de Nemours and Company. 13 
Dupont, Justin 13 
Duval, Compagnie 71 


Economic Machinery Co........... 69 
Ertel Engineering Corp 87 


Felton Chem. Co.. Inc 23 
Firmenich & Co... Inc 32 
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IT IS SO EASY 
TO GET HIGHEST QUALITY 


OIL OF BERGAMOT 


Simply ask to see the original package. 
The Law requires that all Bergamot 
production in Italy be deposited in its 
warehouse ., . and the coppers and 
cases clearly marked for easy identifi- 
cation. This is for your protection and 
is your guarantee of the real product 

a product that has been untampered 
with, 


We export through old established 
firms. We also have our own com- 
mercial office which ships Oil of 
Bergamot, in any quantity, to pur- 
chasers throughout the world. Your 
inquiries Invited. 


CONSORZIO PROVINCIALE AGRUMICULTURA 


SEZIONE BERGAMOTTO 
REGGIO CALABRIA, ITALY 








MAGNESIUM 


March, 1938 





' 
Extra Quality . . . U. S. P. and 100% Pure 













L. BRAND e PURE WHITE 


OVER 85 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES— ESTABLISHED 1852 


THEODOR LEONHARD WAX CO., Inc. 


HALEDON, PATERSON, N. J. 


Long Distance Telephone: SHerwood 2-1444 


tern Distributor: A. C. DRURY & Co., Inc., 219 E. North Water St., Chicago, | 





CONSUMERS 
OF BERGAMOT OIL 


You can obtain original pack- 
ages of Consortium Bergamot 
Oil in the United States by ap- 
plying to their Official Stock 
Distributor the Citrus & Allied 
Essential Oils Inc. 


OUR SPECIALTIES 


Lemon California 
Orange California 
Neroli Petale Italian 
Peppermint Redistilled 
Terpeneless Oils 


Lemon Italian 
Orange Italian 
Mandarin Italian 
Sweet Almonds Italian 
"Scaccianoce Brand" 


CITRUS & ALLIED ESSENTIAL OILS INC. 


55 E. Iith Street, New York, N. Y. 


Official Stock Distributor for Consorzio Provinc- 
iale Agrumicoltura Sezione Bergamotto Reggio 
Calabria Italy 


THEY SATISFY THE MOST EXACTING REQUIREMENTS 
IN PURITY, IN UNIFORM QUALITY 


Stearate of MAGNESIUM—Pure white. Remarkable for fineness and 
for adhesiveness. Light or heavy as desired. Dusts out under the 
puff like the finest pollen. 

Stearate of ZINC—Pure white. Odorless, Impalpable. Water-resistant. 
Unusually adhesive. Light or heavy as desired. 


These two stearates are used by leading cosmetic firms for dependable 
and quality results. Prompt deliveries in any quantity from one barrel 
to a carload. 


Telephone SUnset 6-1337-1338 


Chemical Products Co.| | 


53-33rd Street, Brooklyn, N. Y. 
95 


FOR THIS 


FOLDER 


TWO NEW IDEAS 


1. Hermetic Sealing of 
tubes to eliminate seep- 
age difficulties. 


2. “Fat-filling” of tubes 
to increase sales appeal 
—or save tube metal. 


Ask for Bulletin No. 701 


F.J. STOKES MACHINE COMPANY 
5912 Tabor Road Olney P.O. Philadelphia, Pa. 


Representatives in New York, Chicago, Cincinnati, St. Louis 
Pacific Coast Representative L. H. Butcher Company, Inc. 


PACKAGING §= |. 
EQUIPMENT 
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